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Chapter r, 
Introduetion 
~ The "Why" of this Thesis 
. . 
One of the astonishing aspects of the business of 
direct selling shoes is the Widespread unawareness of its 
existence. And yet estimates of the number of shoes sold in 
this manner or by mail order run as high as five percent.* 
Furthermore 1 shoes are so widely sold in the direct selling 
field that they constitute from the standpoint of the sales-
man one of the most rewarding lines. Closer examination of 
the subjeot reveals, however, that this ignorance ia not 
really so surprising. Direct selling of shoes has had a 
short history. Little is known and even less is written 
about the subject. The Industrial Arts Catalogue and other 
sources save revealed virtually no pertinent material. This 
dearth of information is the "why" of this thesis. Direct 
~ 
selling of men's shoes provides an excellent sub~ect in 
which to contribute something new in the field of marketing~ 
The availability to the author of vital information 1 not 
readily provided by direct selling companies 1 through the 
Concordian Shoe Company presents an excep~ional opportunity 
to write on this subject. 
6 
* This figure, provided by the National Association of Direct 
Selling Companies 1 may well be biased and does include such 
firms as Seads Roebuck and Montgomery Ward. 
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B. The Significance of Direct Selling Shoes 
The significance of the subject of this thesis does 
not lie in the dubious and not too important figure of five 
percent. It rests instead upon the integral part played by 
direct selling in marketing. Direct selling has been vastly 
important in the distribution of certain items and has 
resulted in their popularization and wide-spread consumer 
acceptance. These items are specialty items - which have to 
be demonstrated to the consumer if he is to understand their 
value. For these specialty items the individualized approach 
and undivided attention of the direct salesman are most 
suitable. For an item to be truly successful it must be 
such that the consumer can be convinced it ~annot be obtain-
ed elsewhere in the same quality or uniqueness. After a 
specialty item has made its name and the public knows what 
it is, the direct salesman ceases to be important and the 
marketing often falls to the retailer for less costly dis-
tribution. 
Shoes are typical of specialty items and therefore 
should indicate something about direct selling as a whole. 
Direct selling of shoes began with cushion innersoles and 
midsoles as a specialty. With this feature, not obtainable 
elsewhere, direct selling shoe companies grew in size and 
in importance. Today cushion shoes have found their way into 
some· retail stores but even now many people have never heard 
of them. Fortunately for the shoe companies the cushion 
innetsole is not their only mainstay; shoes lend themselves 
to be featured on the basis of style which assures their 
continued direct marketing. 
c. The Purpose of the Thesis 
8 
The purpose of this thesis is to make a case study 
of the Concordian Shoe Company, a small company operating out 
of West Concord, Massachusetts, with the hope that its 
methods, operations, and problems will be a reflection of 
direct selling of shoes as a whole. It is obvious, of 
course, that there are limitations to this procedure. No 
company can bf typical, for all have their individual problems. 
The Concordian Shoe Company is even less typical for it is 
smaller than most. The possibility of g~ining information 
from other companies in order to provide a wide survey is 
small. The information and files of direct selling companies 
are closely guarded secreta. A list of salesmen can be worth 
$100,000; so there is good reason for a company to be re-
luctant about letting someone ask pointed questions. The 
availibility of the Concordian files and records to this 
student is solely because of family ties. Hence, the 
dicussion must necessarily revolve about the Concordian 
Shoe Company. 
D. Statement of the Problem 
The Concordian Shoe Co. was begun in July 1946 
with the investment of $3000.00 by George A. Hill a return-
ing Navy pilot of World War II. In addition there was con-
considerable credit extension on the part of Hill Brothers 
Company, shoe manufacturers. At that time the supply of 
shoes had not met the demand created by war shortages, and 
so sales were large from the very start, as indicated in 
Chart I. In 1947 and 1948 profits were again made, with 
9 
1948 as the company's P,iggest year, as indicated in the 
profit and loss chart {Chart II). In 1949, however, the 
supply of shoes exceeded the demand and severe losses were 
suffered. This year, 1950, losses have continued. The 
Concordian Shoe Co. is at the point now where it is impera-
tive that its profit position be improved. The problem of 
the thesis shall be then; what are the operating techniques, 
systems, and methods of the direct selling shoe company, and 
how shall a small, newly organized, direct selling shoe 
company, such as the Concordian Shoe Co., maintain its profit 
position and stay in business. 
E. The Approach to the Problem 
The -general approach towards this problem will 
be a discussion of the nature of direct selling and a study 
of the Concordian Shoe Company, with suggestions as to 
possible directions for improvement of the Conoordian earn-
ings. In particular the approach shall consist of a history 
of direct selling and where the Concordian Shoe Co. fits in 
it, a discussion of the salesmen and the customers, an in-
tensive study of the fundmental problem of obtaining salesmen, 
10 
a discussion of the expenses of the company, an investiga-
tion of the effect of size on the profitability of a direct 
selling organization, a study of the Concordian merchandizing 
scheme, and a discussion of the future of direct selling and 
of the Concordian Shoe Company in particular. 
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Chapter II 
The Direct Selling Company, Its Operation and History 
A. The Operating Procedure of a Direct Selling Shoe Company 
Before commencing a discussion of direct selling 
and the Concord1an Shoe Company a few paragraphs are 
necessary to present a brief description of the manner of 
selling shoes direct so that details will easily fall into 
place for the reader. In short it is important that the 
reader does not miss the forest for the trees. The next 
few paragraphs are purposely general in nature. Hence, 
those persons already somewhat familiar with direct selling 
will find few revelations herein. 
Here, briefly, is how a direct selling company 
works. The company obtains salesmen, whom it almost never 
sees, by various means but mainly through advertising and 
purchased mailing lists of salesmen. These sal.esmen, when 
they respond to advertising or mailing lists by inquiring 
to the company, are mailed a catalogue and a starting sales 
kit (see sales kit bound in appendix). The salesman then 
personally solicits orders for shoes on the basis of pictures 
in the catalogue. Should he demonstrate his ability he 
generally receives a case of samples. The salesman upon 
making a sale collects a deposit and forwards the order to 
the company. The deposit serves the dual purpose of provid-
ing the salesman's commission thereby eliminating all book-
14 
keeping, and at the same time furnishes a powerful deterrent 
to a change of mind on the part of the customer when the 
c.o.D. package arrives. The order when received by the 
company is immediately filled from the company's stock or a 
manufacturer's stock, and is shipped out to the customer. 
The customer pays the c.o.D. balance of the price when the 
shoes are delivered by the mailman. 
B. Origins of Direct Selling 
Before proceeding directly to the history of the 
direct selling of shoes in particular, the background 
material of the general subject of direct selling itself 
deserves consideration. It must be very close to the truth 
to say that the oldest form of selling is direct selling. 
The primitive sale was the barter. The farmer traded his 
corn for an animal from the hunter. Later when money came 
into existence the farmer took it in return for his corn 
and thereby completed a direct sale. It is doubtful that a 
well developed distribution system was in being in those 
times. The producer usually made no mere than he could sell 
or use himself. In the Middle Ages the farmers and others 
produced their goods during the week and personally sold 
them at the vill.e.ge fair at the weeks end. Today we have 
factory show rooms, roadside stands, and door-to-door 
companies. 
It was with the start of the Indu at ria 1 Age , when 
15 
large scale production made it difficult for the producer to 
dispose of his production to the ultimate consumer unaided, 
that direct selling lost its overwhelming importance. The 
production of a single cobbler, who tanned and formed his 
leather into a shoe, could be easily disposed of. He devoted 
little or no effort to selling. The same was true of many of 
the tradesmen in the Middle Ages who made their wares in the 
shops in which they sold them. Production of a factory, how-
ever, was greater than the needs of the community. The 
manufacturer found that it was more profitable to let some 
one else distribute his production to the consumer. 
The portion of direct selling investigated in this 
thesis involves, in addition to the transaction between the 
producer and the ultimate consumer, the element of house-to-
house canvassing. The ancestry of canvassing traditionally 
goes back to the Yankee Peddler, who served as a connecting 
link between back-woods communities and civilization. Behind 
him lie all the varities of iblnerant salesmen, journeymen, 
and mendicants selling indulgences of Old Europe. The Yankee 
peddler, although he was not a direct salesman because he 
usually did not make his goods, is •evertheless a typical 
example in pschology and personality of today's direct sales-
man. Like his modern counterpart he was shrewd, silver 
tongued, and often not above using deception. His methods in 
inducing sales were not unsullied. 
16 
These are the origins of direct selling. It has 
been attempted to show that e. direct sale is where e. man has 
made something and has gone out to sell it himself. It is 
thus the simplest and hence probably the oldest form of 
selling. The retail store developed as a distributing agency 
partly because producers were not equipped to perform their 
own selling and partly because house-to-houDe canvassing 
failed to perform adequately all necessary selling functions. 
c. The History of Direct Selling Shoes 
We have seen in the preceeding that direct selling 
is no new 11 gimmick 11 or promotional device, as it is thought 
to be by many. It has had indeed a rather venerable back-
ground, having come before the accepted method of retail 
store distribution. The uninitiated, however, are not en-
tirely wrong in feeling that there is an element of newness 
in the direct distribution of shoes. 
For although it may be said that shoes have been 
sold directly ever since the first cobbler laid his hand to 
an awl, direct selling of shoes by single companies with 
thousands of salesmen going from house-to-house all GVer the 
nation has had a short history. Just when it was started is 
unknown. But direct selling of shoes, as it is known today, 
has probably not had a history much longer than thirty-three 
years. In those few years several large corporations and a 
large number of small ones have developed. 
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Much of the difficulty in ascertaining the start-
ing date of the originating company has resulted from the 
conflicting claims of almost all companies. One thing is 
sure, however, and that is that the inaugeration on January 
1, 1913 of the Parcel Post System, which makes possible 
large scale direct distribution of Shoes as is done today, 
marks the earliest possible date the business could have been 
started. Although the question of who first directly sold 
shoes is academic and has no real significance in actual 
operation of the business, it was thought to be interesting 
enough to devote some effort, in the preparation of this part 
of the thesis, in attempting to find the answer. Inquiries 
were mailed to those companies which appeared to be among 
the first. These letters, which went to J. c. Mench Co., 
George Merritt Shoe Co. Inc., and Doublewear Shoe Co.*, each 
read that there were many conflicting claims as to whom the 
originator was, and that since it was probably the company 
receiving the letter, clarification with details would be 
appreciated. 
The replies to the letters were interesting. The 
J. c. Mench Co. honestly answered that they did not know who 
was the originator but believed the Knapp brothers and Mr. J.C. 
Moench, founder of their company, began about the same time. 
No dates were given. The George Merritt·: Shoe Co., which has 
advertised that it was the first, was completely oblivious of 
l8 
the question in its reply but managed to request a copy of 
the thesis. A very co-operative letter was received from 
the Doublewear Shoe Co., in which they affirmed their adver-
tising that they were the first. They went as far as to say 
that it was right after the first war that Mr. Harry G. 
Kuechle originated Doublewear. It is evident that no 
definite conclusions can be drawn. However, the fact that 
Doublewear was the only of the three that made a positive 
statement indicates that of at least this group it is the 
first. The claims of other companies, excepting Knapp Bros. 
(see footnote), do not appear to be controverial. Hence, 
the author feels that probably Doublewear actually is the 
first. 
Just when and how direct selling of shoes began 
is undecided at this point. If we accept that Doublewear 
was the first then we know, to quote from Mr. c. v. Haserick 
of the Doublewear Shoe Co., that the "business started right 
after the first World War." This places the start of Double-
wear not much before the beginnings of Knapp Bros. and 
* Conspicously absent from this list by request of Mr. George 
A. Hill of Concordian Shoe Co. is Knapp Bros. Inc. which may-
be one of the first companies. The reasons for this were: 
(1) previous experience of others indicated that a reply was 
very doubtful, and (2) the personalities of the Knapp brothers 
were considered to be such that if they suspected that the 
request for information was not perfectly straight forward 
and that the Concordian Shoe co. was attempting to gain trade 
secrets they might retaliate by telling their salesmen to 
"lay off" the Concordian line. Since the Knapp salesforce is 
so lar;e, since many shoe salesmen carry several shoe lines, 
19 
J. c. Moench. These two companies had their start in the 
distribution of war surplus shoes, which they sold direct. 
Mr. J. c. Moench began his company by selling door-to-door 
personally. As this was 1ucra tive he obtained other sales-
men to sell for him. When his supply of Army shoes ran out 
he began to purchase shoes from factories for resale through 
his maturing organization. For the Knapp Bros., little in-
formation is available other than that today it is the 
largest and most powerful of the direct selling shoe companies 
and has four factories to supply its needs. 
The Doublewear Shoe Co. began, again quoting Mr. 
Haserick, with Harry G. Kuechle who ''grew up in the shoe and 
leather industry." Quoting further, "When he was a young 
man he started working for his uncle in the shoe factory, 
there in Sheboygan, Wisconsin ••• • he sold shoes direct to 
the retailer • • • • Right after the first World war ended 
he discovered in covering his territory that some of the men 
were having difficulty in getting work shoes. These shoes 
were evidently very badly needed .and Mr. Kuechle felt that 
there must be some way to cut [?] corners and get these 
shoes into the hands of these men without too much red tape 
and since Xnapp salesmen have shown great loyalty to their 
firm, such an edict from the Knapp heads could mean consider-
able trouble for the Concordian Shoe Co. The Knapp Shoe Co., 
however, makes no claims in their catalogue. Furthermore, 
other companies, not biased by claims of their own, feel that 
the Knapp Shoe Co. was not the first. 
20 
in handling.*". 
The three companies of Doublewear, Moench, and 
Knapp constitute the earliest group of direct selling compan-
ies. The beginnings of all three are concentrated in a short 
period right after the First World War. Between this time 
and the Second World War a number of companies were establish-
ed, some of which, notably Charles Chester Shoe Co., became 
quite large and powerful. Growth during this period was 
gradual. Directly after the Second World War the establi-sh-
ment of new companies received impetus and again we find 
concentrated beginnings of companies. This impetus resulted 
from two situations: (1) the shortage of shoes immediately 
after the war and (2) the alleged theft of a crucial list of 
salesmen from one of the older companies. 
Today the companies selling shoes direct include: 
Earj:y 
Doub lewear Shoe 
Company 
J. c. Mench* 
Knapp Bros. 
Between Wars 
Geo. Merritt Shoe Co. 
Ortho-vent 
Colt Shoe Co. 
Mason Shoe Co. 
Consolidated 
Shoe Co.*·* 
Victor Thomas** 
Bronson Shoes 
Walk-Easy 
(Women's shoes) 
Late 
Concordian Shoe 
Company 
Tanner Shoe Co. 
Paragon Shoe Co. 
John Neil Shoe 
Company 
Charles Chester 
0-G Distributers 
New Englander*** 
Culver (Baby shoes) 
* Such a statement~ whicn· ·rn effect implies large savings 
through elimination of the middleman, prickles the interest 
of those familiar with the rudiments of marketing. Nothing 
more need be said here. 
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D. The Concordian Shoe Co. 
It's History and Place in Direct Selling 
Placed along side the other direct selling compan-
ies, the Concordian Shoe Co. is conspicoulsy young and small. 
Its assets total only $40,000 compared with $2,352,000 of 
Knapp Bros., the largest in the field. It is six years old 
whereas Doublewear is nearly thirty-three years. 
Differences in size are to the disadvantage of the 
Concordian Shoe Co. Youth and small size means that the line 
is not well known and good will among customers is spottily 
developed. Furthermore low volume does not warrant a large 
line of merchandise. These factors makes it desirable for 
good salesmen to sell a well known ~ine which is very complete. 
Salesmen that are really good are almost always discovered by 
the large companies. Often a salesman who has been doing well 
selling fifty pairs a month will suddenly sell only ten pairs 
per month. Later it will develop that he is selling for 
Knapp Bros. too. This situation has led Concordian to adopt 
a policy of being different from the big companies. 
* Two spellings of this name appear. When refering to the 
company in a time prior to 1950 it is Moench. At that date 
the name was changed to Mench for ease of pronunciation. 
References to events after 1950 use the spelling Mench. 
** These companies are the same as the Mason Shoe Co. and 
useidentical catalogues with different covers. The purpose 
of this was to overcome a saturation affect in advertising--
to be discussed in the next chapter. 
*** This company has failed. 
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Concordian carries in its line shoes which are not found 
elsewhere. By not having a line of shoes directly in com-
petion with the big companies, Concordian can expect the 
larger company's salesmen to sell some of its shoes along 
with the larger company's line. Concordian is contented to 
have lower quality salesmen on its salesforce. There are 
many other differences in methods of handling salesmen and 
obtaining them which tends to make Concordian distinctive. 
This policy has enabled Concordian to occupy its own place 
in the direct selling field. Such is the place of the 
Concordian Shoe Co. in the direct selling picture. Let us 
see now how Concordian developed to its present posttion 
George Hill grew up in the shoe and leather in-
dustry. It was natural, then, that when he was looking 
around for an occupation after being discharged fro.m the 
Navy, that he should enter some phase of the shoe industry. 
Prior to his entry into his own business George Hill was 
employed four months with the J.c. Moench Co., which was 
under the new direction and ownership of Mr. Ethan Hitchcock. 
During this short period George Hill learned the basic con-
trols of direct se11ing shoes and not much more. With this 
limited experience he ventured into business for himself, 
having to gain almost all his knowledge of direct selling 
through direct experience. The natural outcome of such a 
method of gaining experience was, as he put it, " a series 
of blunders and mistakes." 
23 
It was on May 1st, 1@46 that the books of the 
Concordian Shoe Co. were opened. Two months later the first 
catalogue, with only four styles, was mailed out to salesmen 
recently acquired through advertising. The company began 
with a ca ptalization of a very meager $3000 and a credit* 
guarantee to William Iselin Co., a shoe factoring organiza-
tion,~Hi- by Hill Bros. Co. 
The history of the company since its start is 
graphically reflected in the chart of unit sales (chart 1). 
Many of the rises, dips, and trends have resulted from chang-
ing policies and business conditions. The history of 
Concordian can best be told by following the sales line on 
the chart. 
It would appear that with the disadvantages of 
inexperience, little capital, and entering a very com-
petitive*** field the future of Concordian shoe would not 
be promising. The company had, however, one important advant-
age. It began in a time when shoes were hard to get and 
* William Iselin Co. charges interest at the rate of six per 
cent to the Concordian Shoe Co. for this extended credit. 
** In the shoe industry factoring companies perform all 
collections for the manufacturer for lt% of sales. The 
manufacturer when it receives an order -has the estimated 
amount guaranteed by the factoring company before production 
begins. When the order is shipped the factoring company is 
notified of the amount to be collected, and they immediately 
credit the manufacturer's account for the amount. Hence, if 
the retail account desires extra time to make its payments it 
must pay the factoring company interest. Should Concordian be 
unable to pay, Hill Bros., by guaranteeing the account, wbnad 
absorb the loss. 
~*#Competition is not so much for sales as it is for salesmen 
to sell the line. 
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salesmen would be glad to take on any line. Notice on Chart I 
how at the very beginning sales jumped up to a point almost 
as high as the company has averaged since. Profits were good 
that season, too, as indicated on chart II. In the spring of 
1947 sales slumped and losses were incurred. The reason was 
a late catalogue. Sales picked up again in the fall after 
this blunder and profits were again made. Good recruiting 
helped out. In 1948 good salesmen acquired in 1946 sold 
shoes in large volume. In 1949 the decision was made to 
add a line of cushion shoes identical in style (as they were 
to be staples) to many non-cushioned shoes, the problem arose 
as to whether or not just the cushioned shoes were to be 
~hown in the catalogue and the remaining inventory of non-
cushioned shoes should be substituted in orders for cushioned 
shoes until they were gone, or to show both in the catalogue. 
The second alternative was adopted. It was honorable but 
the Concordian Shoe Co. lost $4920 that year. In addition, 
a large portion of ita good saleaforce was lost. The loss 
of salesmen affected sales in the spring of 1950. It was not 
until the fall that an upward trend began. At this time 
factory prices began to rise. Concordian raised ita prices 
not only enough to keep up with rising costs but enough to 
raise the gross margin from 30% to 35% of gross receipts. 
Unit sales dropped but the added margin was more than enough 
to make up for it and once again profits were made. Increas-
ed margin was evidently a partial solution to its problem. 
Seasonal losses are now (Feb. 1951) being suffered. Unit 
sales are lagging behind previous years - mainly from con-
sumer resistance to high prices. 
25 
Chapter III 
The Salesman and the Customer 
A. General 
26 
The two most important people in the business of 
direct selling are the salesman and the customer. Years of 
predominantly buyer's markets where "the customer was always 
right" has so substantiated the truth of the customers para-
mount importance that it would be trite and redundant further 
to establiSh the poiat. The salesman, although always con-
sidered to be most important in almost any business, practic-
ally constitutes the whole business of direct selling. In 
some companies, such as industral goods producers, the number 
of salesmen amount to less than 1% of all the personnel. In 
the direct selling business however, the salesmen account for 
over 99% of all the personnel. 
If these people play such an all important role 
in direct selling, then it appears that an analysis of them 
would shed light upon the subject of direct selling and many 
of its problems. It is necessary to know who these people 
are and what characterizes them. The questions as to why 
wi11 the salesman sell door-to-door for less pay and why will 
the customer buy direct must be answered. 
If one has ever had the experience of selling 
direct such things as magazines or even shoes as the author 
has done, one wonders why anyone ever does it in order to 
make a living. The salesman must travel about away from 
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home. He must accept insults and have doors slammed in his 
face. The amount of remuneration is small and as much as 
40% of it must be spent on transportation and buying drinks 
in order to gain sales. On top of all this sales are 
difficult, irregular, and seasonal. 
To illustrate that sales by no means come easily: 
~~. George A. Hill Jr., president of the Concordian Shoe 
Co., while traveling through Maine, stopped at every gas 
station he came upon without making a single sale. (Gas 
stations are considered to be a "natural" for direct sales-
men.) 
Who is the man, then, who will undertake this 
form of employment? To begin with, one must make a distinct-
ion between two types of salesmen. There is first the man 
who sells direct as a full time occupation, and then there 
is the man who sells direct for the purpose of augmenting 
his regular income. The former are typical of the ~igger 
companies, such as Knapp Brothers and Charles Chester shoe 
companies. The latter are more typical of small companies, 
such as Coneordian Shoe Company. 
B. The Salesman Who Sells For His Livelihood 
To begin with, let us consider the first man 
the one whose livelihood is dependant upon selling direct. 
He is, after all, the one who endures the hardships of sell-
ing direct to the greatest degree. 
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The direct salesman is a strange sort of person. 
He differs in many ways from the ordinary man - that he would 
even sell direct would make one think so. The direct sales-
man is a Shifting, erratic sort of fellow, who does not care 
to be tied down to a job or a place. He is an opportunist 
who does not like to work. 
His family background wouldn't reveal a Vanderbuilt 
or an Astor. In fact it would not even reveal a Babbitt liv-
ing on Main Street. The chances are that J. Wilbur Worker*, 
Social Security card holder, was not his father. The direct 
salesman lives 1m the part of cities that are borderline to 
tP.e slums and underworld. His life when young was hard, and 
his living was meager. His education may have been only 
enough to enable him to read the ad inviting him to sell 
shoes direct. He grew up always looking for "golden" opport-
unities, which, as a general rule, never materialized enough 
to fling him upw~rds to success. 
Many direct salesmen are borderline in character. 
Not only do they dislike work, they often are not of suffic-
ient caliber to get a good job and hold it. Strangely 
enough they usually make good salesmen. Their rugged back-
ground gives them the fortitude to withstand difficulties, 
the push to make sales, the brass to receive the slammed 
door and the barking dog with equanimity, and the resiliency 
to go out and try again for more sales. Many of the best 
salesmen are illiterate or out-and-out alcoholics. An 
example of the degree of literacy of many can be seen in 
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Sanferd Carpenter, an indigent person from Franklin, · N.C. A 
glance at some of his writings, shown in figure 1, would 
make one think that such a man was a poor salesman. And yet 
he is one of the best. His sales have been 30 to 40 pairs 
per month, which is very high. Furthermore, he is a good 
shoe fitter and sells high grade shoes to people of means. 
Letters have been received from satisfied customers which 
have indicated this to be so. 
An alcoholic is direct salesman Pat Butler. His 
sales are obtained through the pity a pproach. Instead of' 
' 
extolling the qualities of the shoes he sells, he devotes 
his selling time to whining to the customer about how mis-
erable his life is. The type of person he is was indicated 
not very long ago when in a drunken frenzy he tore ·the handle 
off the door of Mr. Hill's car. Despite all this he too was 
one of the best salesmen for the Concordian Shoe Co. Now he 
is a member of Alcoholics Anonymous, andl:his sales have 
dropped off seriously. 
If' any characteristic stands out in the direct 
salesman, it is his love of quick successes and his tendency 
to grab at opportunities. The fact that a magazine directed 
to appeal to him is entitled Salesman's Opportunity is 
evidence of this truth. Much advertising is made to appeal 
to this desire, as shown in figure 2. It is the salesman's 
* Name appearing in Social Security advertisements on 
National Transitads in street cars, trains, and buses. 
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Fig. 1 - A Letter from Sandferd Carpenter 
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desire not to work too bard that makes him willing to wait 
for the "golden" opportunity when his "ship comes in." It 
is evident that the salesman will shift from line to line 
hoping always to find the one that will make. effortless 
success that bring him to the top. Direct salesman Tom Rose 
is an excellent example of an opportunist. He sells every-
thing from shoes to paper bags. His curiosity and constant 
watch for 11dealsn finds him engaged in selling a large 
assortment of items. Recently he bought a pair of pants. 
Seeing that they were a good buy for seven dollars he in-
quired as to whom the manufacturer was. He went to the 
manufacturer and arranged a deal whereby he could sell the 
pants direct, making in this instance a handsome profit. 
Another time this opportunist was wandering around behind 
a chemical plant when he found, in perfect condition, some 
discarded five-ply paper bags, in which the plant received 
plastics regularly. He immediately went into the paper 
bag distribution business collecting ten cents per bag from 
a loca 1 printer. 
A desire for independence and to be in ones own 
business are two more characteristics of the direct salesman. 
He does not care to be restricted to one occupation. He 
prefers being his own boss. He:'feels that selling puts 
him in his own business. Figure 4 illustrates the attempt-
in advertising made to take advantage of this desire to be 
a businessman. More about this will be discussed later under 
a different heading. 
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Almost everyone knows that the direct salesman 
is a persistent, silver-tongued individual. From the con-
sumer's standpoint this is probably his most outstanding 
characteristic. The tenacity of the salesman in his attempt 
to make a sale and his ability to convince, almost fool, the 
customer to buy his product is common knowledge. There is 
little need to say more here. 
The background of many direct salesmen as depict-
ad earlier precludes the possibility that their integrity 
be unsullied. Dishonesty is altogether too frequent and 
is well feared by many customers. In fact dishonesty is 
sufficiently great so that it causes a serious problem 
that has to be met by the direct selling companies. This 
problem will be discussed in a later section. Of course, 
the average direct salesman is not absolutely black. But 
neither is he all white. Honesty like everything else is 
a matter of degree. Many would not cheat a customer but be 
very lax about reporting commissions to the Collectors of 
Internal Revenue. On the other had there exist many who 
will cheat the customer out of the whole price of a pair 
• 
of shoes. Methods of cheating, too, shall be discussed in 
the later section. 
c. The Part Time Direct Salesman 
The part time salesman differs in many respects 
from those whose livelihood depends upon direct selling. 
In the first place the part time salesman already has a 
steady job and a regular income. Any additional income for 
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him through selling shoes constitutes "gravy." Hence, such 
a salesnan is content to g o along making only a few sales per 
month. He undoubtedly makes a large portion of his sales to 
friends. Quite of ten the part time salesman might be a 
college student who finds a lucrative field in the dormitory. 
In most cases he is much more substantial a citizen. He does 
not look so often for "flash in the pan" success. He is more 
interested in just a little extra spending money. 
The part-time salesman has some of the opportunity 
spirit found in the full time man, but it is not near as 
strong. The desire for independence is not paramount. He 
usually makes a poorer salesman. He lacks the experience 
and the glib tongue, and furthermore is easily discouraged 
by lack of success. Their selling is often half-hearted 
rather than forceful and perservering. 
The philosophy of the part-time direct salesman 
can be summed up in the person of Grace Johnson, ~echnical 
adviser to Lucille Ball in the Columbia film "The Fuller 
Brush Girl.," who allegedly* turned down a aovie contract 
prefering to be a part-time Fullerette** and a part-time 
*The word "allegedly" has been used here because this in-
formation was gleaned from Specialty Magazine which is 
supported by the advertising of direct selling companies and 
where the truth is almost lost in exclamation points and 
superlative adjectives designed to build up the salesmans 
enthusiasm for direct selling, the advertisers, and buying 
subscriptions. 
**Fullerette is the name used by the Fuller Brush Co. for 
their saleswomen selling the cosmetic line. 
housewife. Her arguements were that she prefered (1) her 
own hours, (2) to be her own boss, and (3) the freedom to 
pursue her first occupation of taking care of her fa~ily. 
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It must be emphasized here that the foregoing 
statements concerning both the full-time and the part-time 
are not ihtended to be complete or applicable to any one 
person. The sweeping generalization made here can be ex-
pected to hit upon only the salient features of the group of 
direct salesman as a whole, and hence cannot be typical of 
any individual. Fuller Brush men, Hoover salesmen, and 
Wearever salesmen typically are high quality salesmen and are 
outstanding exce.ptions to what I have said. 
D. Approaching the Direct Salesman's Personality 
The salesman, being so integral to the operation 
of a direct selling company and yet so loosely tied to the 
organization, requires on the part of the direct selling 
company more than usual consideration of the method of approach 
towards his personality. The direct selling company has the 
problem of attracting him to take on the company's line and 
inducing him to sell. Stimulating the direct salesman to 
sell and keep selling a line is one of the most difficult 
tasks and, outside of the cost of goods sold and the cata-
logue, is the largest single source of expense. It is 
beyond the scope of this paper to prescribe the method of 
approach in attracting and inducing the salesman to sell the 
compan'):J-s line. Discussion here shall be limited to a 
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description of what the actual approach of the companies is. 
Whether their approach is actually the best or not is not 
to be commentedoon, other than to say that much of it is the 
result of many years of experience. 
To begin with, the appeal to the salesman to sell 
is made through advertisements, sales manuals and original 
sales kits, and through "sales~talk" letters. The advertise-
ment is of course the ad for salesmen to take on the line. 
Samples of them are shown in figures 2 through 7. The sales 
manual, which is included in the sales kit (included in 
appendix) sent out to each prospective salesman, is, as the 
name sounds an instruction booklet on how to sell and why 
the salesman for his own interest should sell. The sales kit 
consists of the catalogue, selling aids, and numerous selling 
inducements. "Sales-talk" letters are letters sent out 
periodically to the salesman for the ultimate purpose of 
boosting sales through restoring fla gging interest in sell-
ing and in the company's line. Usually the letter also 
conveys some other important piece of information. 
Attracting the salesman to sell a company's line 
is most often done through the medium of advertising. The 
use of advertising requires the preparation of ads which will 
readily interest the salesman and stimulate r~m into writing 
for the company's selling kit. These ads generally attempt 
to arouse certain self-interests within the salesman. 
Figures 2 through 7 were selected from Specialty Salesman* 
* Specialty Salesman, September 1950 
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magazine as representative advertisements which were designed 
to arouse some of these self-interests. The ad in figure 2 
plays upon the opportunistic spirit of the salesman. Figure 
3 shows an ad which interests the salesman by mentioning 
almost fantastic sums and at the same time plays upon the 
disatisfied feeling of the salesman who feels himself to be 
in a rut. Many direct salesmen like to think that they are 
in business for themselves. The ad in figure 4 stimulates 
this interest. The strong desire of the direct salesman to 
obtain "easy-sales" is appealed to in the ad in figure 6. 
Those salesmen who look for the practial expedients in 
getting the big money would be interested in the wide market 
emphasized 1n figure 5 and the protected territories offered 
in the ad in figure 7. 
The sales manual is employed by the direct sell-
ing company for the purpose of inspiring and aiding the 
salesman to begin to sell. The manual like the advertising 
devotes considerable space to arousing the salesmans self-
interest. The sales manual of the Concordian Shoe Company 
(see appendix) commences from the first paragraph to arouse 
the desire for money. The theme of money and how easily it 
is made is maintained throughout the catalogue. Notice in 
the introductory letter with the sales kit how the company 
immediately attempts to arouse the interest in money and at 
the same time ally the idea of money with working for the 
company. 
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·rBE CONCORD IAN SHOE CO. 
West Concord, Mass. 
Dear Salesman: 
Here is the b i ggest and best money making offer we've 
ever had. This offe r is limited to the month of October so start 
now, read this letter carefully, and l et's go. 
Sure the cost of living is high, ev ery inc ica tion is 
that it will r emain h i gh for some time. ~'l e can't help that, but 
we can and will help you make a better living for the same vol-
ume of sales. 
RE:IvlE~ffi~rt II' IS THE TAKE HOME PAY THAT BUYS THE BAC:ON. 
Don't fool a round with sale s that net you one dollar • . ~very time 
you sell a pair of men's dress shoes this month you should put 
between two and three times that amount in your pocket. 
LOOK AGAIN AT T.BE D.C.:POSIT ON THE RANGER. That's right, 
this new fall flyer shoe pays you three . full dollars. That's over 
t wenty five per cent of the selling price. 
LOOK AGAIN AT TY£ RA1-JGER IT....,.SLF. Here is a shoe t hat is 
styled. for October 1947. Kade on t he bi ggest selling style pattern 
of the year, this shoe is ALSO made of the upper leather that is 
tops in f all fashion. Call it what you want, mahogany, or wi ne -
burgandy, or ~orocco-tan, this l eather is in demand ev erywhere by 
everyone and you are the first to bring it to them direct from the 
fa ctory. This leather is the same as in style 42 ( see ca talog). 
NO 5Mv&L£S · ILL B~ S~NT. All sales end on October 31st. 
\'i e won't have time to make up even a few samples f or you. 
Please read this carefully: 
VI e are able to make this amazingly high commission offer 
only because we are not going to stock any of these shoes. We a re 
going to make them up for each customer a s your orders c ome in. Sounds 
complicated, well, we can handle it and it will cut down costs for 
us. This saving is be ing passed on to you. Here's the one catch in 
this plan from our stand point. TAKE YOUR SIZZ5 CA.RE;FULLY . Aft e r v-re 
have made up a pair of shoes for one of your customers we want t hem 
to fit the first time. Please use your very best fitting technique 
at all times but especially for this shoe. It fits perfectly normally 
in every respect so you will have no troubl e . 
Go to it, good luck , 
Yours very truly 
Fig • . ~ ";:)ales Talk " ·Letter 
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Once the salesman has been attracted to the comp-
any and has begun to sell, the problem still remains as to 
how to keep the salesman selling. Aside from direct in-
centives, such as commissions, bonuses, and prizes which are 
desired in themselves, the company often attempts to main-
tain salesmen interest in the company through "sales-talk" 
letters. Figure 8 shows a sample letter. Notice how fre-
quently money is mentioned in one form or another. 
We have seen now that the direct selling company 
attempts to approach the salesman through stimulation of 
certain self-interests within him. The self-interests and 
motivating forces attempted to be awakened by the companies 
in advertising, letters, etc. are often the followinga 
(1) the desire for money, (2) the desire to be in ones own 
business (3) the opportunistic spirit, (4) dissatisfaction 
and the urge to get out of a rut, (5) the wish to be in-
dependent, (6) the disinclination to spend much effort in 
obtaining commissions, and (7) practical interests such as 
protected and wide markets. 
E. The Dishonesty Problem 
In an earlier chapter some mention was made of the 
limitations- to direct selling. These limitations led to the 
decline of direct selling as a major method of distribution 
and the taking of its place by the retail store which could 
better perform selling functions. One of these limitations 
of direct selling is the susceptibility of the customer to 
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being bilked by unscrupulous salesmen. While the retailer 
is fixed in location and necessarily must depend upon his 
reputation, the travelling salesman can cheat the customer 
and move to another locale letting the stain rest upon the 
reputation of direct selling as a whole. Many times during 
the year direct selling companies report to their tra~e 
association, the National Association of Direct Selling 
Companies, the names of crooked salespersons who have gone 
down the line with consumers on a fraudulent deal, travell-
ing from city to city and causing several hundred dollars 
worth of losses to consumers and companies. Each of these 
occasions has had disastrous results in the communities 
where the depredations have occurred. Single instances 
of this kind can destroy goodwill built up by all direct 
selling companies for years. 
Many of the obstacles in the way of successful 
direct selling operations are due to a fear on the part of the 
consumer that he cannot deal safely with the direct salesman. 
This fear operates not only to stop people from giving orders 
but to prevent salespersons from obtaining interviews no mat-
ter how honest they may be. The dangers to goodwill present-
ed by dishonest direct salesmen are so great that companies 
use all available methods against such salespersons in order 
to stamp them put of the direct selling field. These dangers 
include not only loss of goodwill but increased the tendency 
of communities and states to enact crippling, prohibitory 
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laws as well. Some of these laws have been upheld and others 
have been tipped over by the courts. More will be said about 
the legal aspects ll ter in this section. 
The principal methods used against these dishonest 
salesmen are (1) careful selection through interview (2) 
elimination through use of a "blacklist," (3) checking appli-
' 
cants through the "blacklist," and (4) references through a 
retail credit company. 
The first method, that of interviewing, is effect-
ive to a limited extent. Interviewing will eliminate obvious 
undesirables. But the dishonest salesman who is capable of 
bilking large groups of consumers with ease can also make 
himself appear very honest. It would not be difficult for 
a dishonest person to sift through an interviewing screen. 
The interview has another disadvantage of cost which be-
comes too much for the small company.* Many applicants live 
at distant points and are, therefore, almost impossible to 
interview. 
The second and third methods involve the use of a 
"blacklist" or what is actually a file card record of' the 
criminals. This record is maintained by the National Ass-
ociation of' Direct Selling Companies, an organization formed 
for the mutual advancement of direct selling. When criminals 
* The reasons that interviewing is too expensive for the small 
company are discussed in the next chapter. 
NA'l'IO:NAL ASSOCIAT ION OF DIREC'I' SEL' .I NG J Ol,J.fAJ:,: I I:S 
Wi nona , Ninnesota 
~~N~hAL BULL~T IN NO . 729 
December 30, 1949 
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CON~ID~NTIAL CONFIDENTAL 
80D.l:!; SYI<IBOL S FOR Rb:FOrt nm UNDE S IRABlli SALESPEOPLE 
'.l'o :Lvle mbers: 
..i.i'ollmving is a list of code symbols d escribing typical types 
of objectionable practic e s of undesirable salespeople: 
A. ~lrongfully taking excess deposits. 
B. Tak ing deposits and wrongfully failins to send in orde rs. 
C. Taking orders, using sal e s outfit a nd sampl es with out auth ority 
rrom ma nufacturers. 
D. Reducing p rice to consumer to obtain cash or excess deposit. 
~ . Tak ins orders for one company on the bl~nks of another. 
F. Tak ing orders on fictitious b l a nks fo r a fictiti ous company. 
G. Re c e iving a nd r e t a ining or dispos ing of articles r e turned for 
adjus t ment or received for ds livery. 
H. Assault, l a rc eny , robbe ry and ot her crimes or misconduct per-
petrated up on customer s by r "- ason of or through t he oc cupation 
of dire ct se l l ing . 
I. Large percent age of r e j e ction of s h ip nents. 
J. Retains company 's portion of deposit. 
K. Independent and unre lated crimes, criminal tendencies and mis-
conduct. 
L. Alteration of a mount of deposits shown on order bl axt..ks. 
K. ~isrepresentation to consumers. 
N. ~mbezzlement or wron g fully obtain ing or withhold ing money or 
property belonging to com~any. 
o. Fails or refus e s to pay on ext ension of credit. 
F. Obt a ins credit on false repre sentations or forged papers. 
Q. ~. rongfully tak ing full payment in advan~e . 
R . Nrong fully entering i n to installment a greements with customers. 
b . Taking orders for merchan dise n ot in c ompa ny's list of products. 
T . Transmits bad check s. 
U. Gample hunter. 
V. -rong fully . r e tains sampl e s, outfits, or property of c omp a ny. 
W. Collecting all or part payment of contracts and f ai ling to 
send in money. 
X. Fa ils to 11ft c.o.d. sh i pment orde red by h i m. 
Y. Undesirability unexp l a ine d by r e p orting compa ny. 
Z . Non-producers. · 
AA. Dealer type s a lesman who collec ts in adv ance and f a ils to 
deliver 
BB . Violation of contract or arrant;e i ents wi th company . 
CC. Send ing in fictitious orders. 
DD. i:1lentally defective. 
E£ . Wrongfully substituting materials or merchand i se on consumer 
orders . 
FF. Unreasonable delay in transmit ti ng orders. 
Fig. 9 
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THE CONCORDIAN SHOE CO. IMPORTANT 
WEST CONCORD -MASS. Size now wearing 
DAT~·--------------------- 1--------------------
SENDTO'----------------------------------------
STREET ______________________________________ ___ 
CITY------------~~----~--~STAT~-----------
Addres s must be printed 
How do they fit? 
Numbers in most 
comfortable old shoes 
WHEN WANTED•-------------------------------- 1-------------------
PA Y SALESMAN AUTHORIZED DEPOSIT ONLY (SEE REVERSE SIDE) 
~ P airs DESCRIPTION Length Width PRICE 
F-7 TOTAL 
SALESMAN DEPOSIT PAID 
The Concordian S h oe Co. is not resp onsible fo r a n y amo unt 
p a id to s alesm an in excess of the autho rized depos it, o r for BALA NCE any a greeme n t ethe l" than specifie d in our ca talog, 
Uniform Postal Charge .35 
CUSTOMER BALANCE C. 0. D. 
8(1)12384 loiFD. BY TH E BALTIMOr. E SALES BOOK CO •• BALTI Y ORE 19. MD. 
Original Copy - To Be Iviailed in by Salesman 
THE CONCORDIAN SHOE CO. IMPORTANT 
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SENDTO--------------------------------~------
STREET------------------~-------------------1---------------------Numbers in most 
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go on a rampage of swindling customers they are reported to 
the association by two code numbers. One code number gives 
the crime, and the other code number gives the company the 
salesman was selling for. These coded crimes and the corres-
ponding code numbers are shown in figure 9. When the inform-
ation concerning a criminal is received, 3" x 5" cards are 
made up with the man's name, his aliases, the code number of 
the company, and the code number of the crime printed there-
on. A similar card is made up for each of his aliases. These 
cards are mailed out to all direct selling companies. When 
a salesman applies to sell for a company, the company checks 
his name against the file card system. If a man has cheated 
before and his name is on a card, his application is auto-
matically rejected. Similarly, when new cards are received 
into a company the names are checked against the list of 
company salesmen. The value of this service provided by 
the Association depends, of course, upon whether or not the 
companies are prompt in reporting crimes and they are care-
f u l to check all names against the index. 
In addition to these methods, most direct selling 
companies use a fourth method of checking on salesmen by 
employing a retail credit company. The retail credit company 
will check on a salesman by inquiring of him in his community. 
They will check to see if he pays his bills, does hot over 
draw his account, etc. This service costs the direct sell-
ing companies about two dollars per person. As this cost is 
45 
o£ten more than many companies are willing to pay for all 
applicants, it is generally used when a company is somewhat 
suspicious of a salesman. A typical instance is where a 
salesman goes from selling a few pairs per month to a sales 
rate of sixty or seventy per month. The suspicion immedi-
ately arises as to whether or not the salesman is committ-
ing some malpractice, such as selling the shoes for a so 
ridiculously low figure that everyone is buying, expecting to 
have a low C.O.D. payment to . make. In an instant like this 
the salesman is immediately checked through a retail credit 
company. 
The malpractices of unscrupulous salespersons 
number about thirty-two. A list of these is shown on figure 
9. Probably the commonest of these encountered by a direct 
selling shoe company, certainly by the Concordian Shoe 
Company, are: A-wrongfully taking excess deposits, D-re-
ducing prices to consumer to obtain cash or excess deposits, 
Q-wrongfully taking full payment in advance, and W-collecting 
all or part payment of contracts and failing to send in the 
money. The most damaging of these to goodwill and the most 
frequent in occurence is the collecting of the full price 
in advance and then sending the order to the company to be 
shipped c.o.D. Reduction of price to the customer and 
taking full deposit by the salesman is nearly as bad. Often 
a sales-man will visit a community selling shoes at reduced 
prices, collect the full reduced price, and send the order to 
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be shipped c.o.D. at the full regular price. 
Some of the malpractices listed are so minor that 
they are not taken into account by the companies. An exam~le 
is E-taking orders for one company on the blanks of another. 
Often a salesman will run out of the blanks for one company 
and will use those of others. Such a practice is not usually 
considered objectionable. Companies will often accept men 
who have committed E,C,V,DD, or even A. 
No matter how hard direct selling companies try 
to prevent the salesman from cheating the customer they can 
only succeed partially in their attempt. Salesmen always 
seem to succeed in bilking customers, and this in turn leaves 
to the direct selling company the problem of making amends 
with the cheated customer. If a company adopts a policy of 
making a full adjustment by, say, giving a pair of shoes to a 
customer who has been cheated out of the full price, it soon 
has the problem of discriminating between those people who 
are merely looking for a free pair of shoes and those who have 
been actually cheated. Furthermore, costs of operation would 
be so increased that a profit would be trimmed to nothing or 
a loss doubled. To allow for such a policy would make the 
shoes non-competitive in price. The other extreme of doing 
nothing for the cheated customer would be quite unfair as 
well. A compromise is adopted by many companies where the 
cheated customer gets a pair of shoes at cost to the company. 
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At fi rst thought it would seem that failure to make 
a full adjustment would be unfair to the customer. However, it 
I 
must be pointed out that the customer himself is the cause of 
his own grief. If he paid the full price~ he did so disregard-
ing what was printed in bold faced type just above his signa-
I 
ture required by the Interstate Commer~e Commission on the 
order blank telling him to pay the authorized deposit only. 
I 
It is further written near the customer's signature that "The 
Concordian Shoe Company is not respons~ble for any amount in 
I 
excess of the authorized deposit, or for any agreement other 
I 
than specified in the catalogue." The1se words of caution are 
repeated on both sides of the salesman11 s copy and the custom-
1 
er• s copy of the order blanks. Sample, order blanks are shown 
in fi gure 10. Any customer who would sign his name to such 
an order blank and would give the salesman, a total stranger, 
the full purchase price can blame no one but, himself. 
I 
Communities, incensed by th~ unscrupulous action 
of dishonest direct salesmen, have enacted laws in an attempt 
to restrict them! Some of these laws have been over-ruled by 
the United States Suprme Court on the
1
basis of interference 
with interstate commerce. I It is pertinent here to summarize** 
I 
I 
• Another reason for this action was ,the general resentment 
engendered by retailers who had diffi~ulty in competing with 
direct selling and mail order companies. 
** Adapted from an old Concordian sal~s manual. 
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the law as it has developed to this date. The decisions by 
the u.s. Supreme Court have definitely established that the 
taking of orders for the future delivery of merchandise which 
is at the time located in another state, constitutes inter-
state commerce, and persons so engaged are not subject to 
the payment of licences imposed by state law or ordinance."'···· 
Without this ruling the direct selling companies would prob-
ably be so encumbered and Bestricted with requirements of 
state laws and city ordinances that their existance today 
would be doubtful, especially the existance of small operat-
ora. A person taking orders for the future delivery of merch-
andise, whether he is engaged. in interstate commerce or not, 
is not a peddler, and cannot be required to pay a license 
under an ordinary peddler laws, which do not specifically 
include order taking by sample .-:H~ ·: Similarly restrictions by 
state law or city ordinances which seek to interfere with 
* Nipper vs. City of Richmond, decided 2/25/46 u.s. Supreme 
Ct.; Real Silk Hosiery Mills vs. City of Portland, 268 u.s. 
325; Robbins vs. Taxing Dist. 120 u.s. 489; Brennan vs. 
Titusville. 153 u.s. 289; Rearick vs. Pa. 203 u.s. 507; Cren-
shaw vs. Ark. 227 u.s. 389; Stewart vs. Michigan 232 u.s. 
665; McLeod vs. J.E. Dilworth Co. 64 S. Ct. 1023; Murdock vs. 
Pennsylvania 319 u.s. 105; Jones vs.Opelika 316 u.s. 584. 
** Crenshaw vs. Ark. 227 u.s. 289; State vs. Bristow. 131 
Iowa 664, 109 N.W.l99. 
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sales by requirement of permits, physical examinations, 
health certificates, bonds or other conditions or restrict-
ions, even though a tax or license may not be charged, are 
invalid.* 
F. The Man Who Buys Direct 
Much has been said now about the direct salesman. 
Equally meritorious of discussion is the customer. Who he 
is and why he buys are important to know in understanding 
the business of direct selling shoes. 
The man who will buy direct cannot be categorized 
easily as the direct salesman. He could be a college stud-
ent or a college professor. Many are garage mechanics and 
some are officals of large corporations.** It is evident then, 
that he could be of any personality and of any station of 
life. About the only thing they have in common is the price 
of a pair of shoes. 
It is true of course that there are certain people 
who are approached more often than others. Garage mechanics, 
for example, are much easier to approach than a busy executive. 
* Jewel Tea Co. vs. City of Norman, Equity Case No. 219, u. 
s. Dist. Ct. Western Dist., Oklahoma, decided 10/23/17; Jewel 
Tea Co. -vs. Mapleton, Equity Case No. 294, u. s. Dist. C:t., 
Northern Dist. Iowa Western Division, decided 6/27/31; 
McCarter vs. Florence 104 So. 806 (Ala.); Shaffer vs. Grain 
Company 268 u. s. 189; Lemke vs. Grain Company 258 u. s. 50; 
Buck Stove Co. vs. Vicars 226 u. s. 295; Crutcher vs. Ky. 141 
N. s. 47; Textbook Co. vs. Pigg, 217 u. s. 91. 
** A salesman of The Concordian Shoe Co. recently sold a pair 
to a vice president of the Ford Motor Company. 
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Salesmen who sell to women can usually find them at home. 
Where men are to be sold to~ the problem is different be-
cause they are usually at work. Hence it follows that those 
who work where it is not hard for the salesman to solicit 
shall be sources of more frequent sales. Construction work-
ers~ farmers~ garagemen~ proprietors~ and others who work 
where hindering company regulations against solicitors do 
not exist are sold to often. 
More important than who are the customers is why 
the customer buys direct rather than go to a store. The 
obvious limitations in the surety of fit and the inability 
of the salesman to carry with him samples of all the avail-
able styles makes it surprising at first thought that shoes 
could ever be successfully marketed direet. There are cert-
ain reasons~ however~ why many customers do and prefer to 
buy in this manner. 
A reason that is fundamental to almost all door-
to-door selling is the feeling in the customer that he is 
getting something special which cannot be obtained else-
where. In shoes the specialty feature of the cushion inner-
sole is a strong selling point. It is generally true that 
this feature cannot be obtained in retail stores except 
. possibly in foot-health stores. Hence~ the customer feels 
that he must buy direct to obtain this feature. Style, of 
course, is always a specialty feature. If the customer sees 
a style in the direct selling company's catalogue that he is 
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particularly keen about, he must buy it 4irect because the 
variety of styles in men 1 s shoes makes unlikely the opport-
unity to buy the same style in a retail store. 
A powerful advantage that the direct selling comp-
any has over the retail store is in the wide variety of styles 
and sizes that it is able to carry. Many customers may wear 
odd sizes which are almost impossible to obtain in a local 
store particularly if the store is located in a small town 
distant from a big city. A small company like Concordian 
Shoe Co. carries forty-four different styles (see catalogue) 
in sizes ranging from 6 to 13 and in widths from A to EEE. 
The retailer, if he desired such variety, would have to 
carry in stock some four thousand pairs of shoes without any 
duplicates. In addition, Concordian carries certain styles 
in sizes up to sixteen. Many customers from small towns 
welcome the opportunity to be able to select from such a 
variety. This wide range of styles and sizes is a strong 
reason in the minds of customers for buying direct. 
Some customers buy direct because some unscrupu-
lous salesman lead them to think that the shoes are made 
up especially for them in the factory in their sizes and 
styles. This and other false representations by the sales-
man probably account for many sales. 
Another important reason for people buying direct 
is that they feel that they are getting better shoes for 
less money. They reason that by eliminating the retailer 
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and the wholesaler their distribution costs and profits are 
saved for the customer. The fact that the company may sp~cial­
ize in men's shoes strengthens the feeling that they are get-
tine more for less because they think that specialization 
yields better quality with savings. 
Many companies attempt to creat the idea in the 
salesman that their genealogy is old and that their quality 
is consequently perfected. By representing that the shoes 
they receive are the result of "three generations of shoe 
and leather business" the Goncordian Shoe Co. attempts to 
enhance the quality aspects of their shoes. (See page one of 
catalogue in appendix.) 
Surprisingly enough many men who are particularly 
concerned with their foot and general health buy their shoes 
direct. They do this because of the orthopedic features made 
into the shoe. These features include; cushion innersoles, 
cushion arches, metatarsal supports, air-conditioning inner-
sole air vents, and orthepedic heels (see catalogue pages 4-
25 for illustrations of these features). The customer reasons 
that many of his health discomforts can be traced to his feet 
and that these orthopedic features offered by the direct sell-
ing company are remedies for these discomforts. To aid this 
sort of thinking the Concoraian Shoe Co. on page 4 of the 
catalogue provides a diagram of the human nervous system show-
ing the connection between the feet to the rest of the body. 
The various conceivable ailments of the human body are labeled 
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on the diagram implying their origination in the wrong shoes. 
Many customers feel that they can obtain a better fit because 
they can be sure of receiving their size and not have to re-
ceive compromise fits in order to get the style they want,as 
they might have to at the retail stores. 
Convenience is a strong factor in a direct sale of 
a pair of shoes. Many men may work on Saturdays and during 
store hours and are not able to get to a store to buy a pair 
of shoes. Other men do not care to take the trouble to go 
to the store, particularly if it is very distant. Farmers 
who spend long hours behind the plowshare and who live a long 
distance from a shopping center almost traditionally ·buys 
through the traveling salesman because of the convenience. 
Often a man will buy shoes direct because the sales-
man is a friend of his or else maybe the salesman is someone 
who needs to be helped out, and so the customer takes pity on 
him and buys a pair of shoes. Needless to say, often the 
salesman is able to high pressure the customer into buying. 
Such silver-tongued individuals can many times break through 
a defensive wall of logic and effect a sale. So true is this 
that there is an old direct selling axiom that once a sale 
is made one should leave the customer before he changes his 
mind and reconstructs his defensive wall. Lastly, some 
purchases are made just so as to get rid of the saleaman. 
Chapter IV 
Obtaining and Retaining the Direct Salesman 
A. The Biggest Problem 
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Although the salesman is loosely connected to the 
direct selling company he is nevertheless the mainstay of 
the organization. The success of the company is geared to 
his numbers and his selling activity. To get a salesman 
and to keep him takes a great deal of time and as much money 
as any other phase of operation. The reason for this high 
cost of salesmen is the rapid turnover. It averages about 
60% per year. The salesman's life with the company is short. 
For the Concordian Shoe Co. the direct salesman will sell 
about 15.4* pairs before he sells so little that he is 
struck from the list of salesmen. The salesman problem, 
then, is great. In probing for its solution this chapter is 
devoted to the sources of salesmen, the effectiveness of 
these sources, inducing the potential salesman to make his 
first sale, and keeping him selling. 
Before commencing discussion of the problem, an 
explanation of certain terms of the trade would be helpful 
to the reader. A "customer salesmantt is a former customer 
who usually has been so satisfied with the shoes he has re-
ceived that he has written of his own accord to the company 
requesting permission to sell the line of shoes. The term 
* See Section D for this figure 
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"self salesman" is used in the tabulation of salesmen acquir-
ed through various mediums to denote those salesmen who have 
sold no shoes but who have bought a pair using the sales-
man's discount form-l~• The term "inquiry" is used to denote 
a response to an ad for salesmen. A. ttclosure" results when 
a potential salesman makes his forst sale. Further explana-
tion of terms is to be found on Table I. 
B. Measurement of Source Effectiveness 
If the cost of obtaining salesmen is high, then it 
naturally follows that intelligent management of a direct 
selling enterprise requires considerable effort to determin-
ing the most fruitful sources of salesmen. This requires 
the measurement of the future yield of a salesman source. 
But the measurement of a future yield of a source is diffi-
cult to approach because events rarely repeat themselves as 
they were before. Nevertheless, past performance tempered 
by changing conditions is the only available guide. Hence, 
it is through the past that the future yield of a source 
must oe estimated. This problem can best be treated, first, 
by developing a theoretical complete measure of the future 
yield, assuming that certain conditions of the past shall be 
indentical in the future, and, second, recognizing the vari-
able nature of the conditions in discussion of practical 
yardsticks employed by direct selling companies. 
* The salesman receives discount for one pair only. See 
discount form in the Appendix. 
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If the direct selling company could, like a seer, 
answer the questions' 
(1) What ahall be the cost per salesman obtained 
through this source? 
(2) How much contribution will the salesmen, obtain-
ed through this source, provide? 
then, by making a simple calculation, the net increase in 
assets by investment in a source could be determined. The 
company is, however, no seer. Instead of looking to the 
future, it can look only to the past. The company must, in 
the theoretical complete approach, compute the final value 
of t he source in a previous employment, assuming that con-
ditions which existed then have continued and shall continue 
to exist, and then conclude that the values shall be the 
same again. The final value of a use of a source would be 
the vet change in assets, or dollar contribution, made by 
all the salesmen, acquired through the us~ of this source 
during their entire stay with the company. 
This is the complete approach. In it certain con-
ditions are treated as constant. The assumptions are the 
following: 
(A) Repeated use of a source ( such as a magazine 
ad) was assumed to result in no saturation effects. 
(B) The type of ad ( in the case of advertising ), 
or letter, ( in the case of lists ), or interview, ( in the 
case of personal interviews ) was assumed the same. 
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(C) Economic and social conditions were assumed to 
remain constant. 
(D) The sales kit was assumed to be the same. 
(E) The line of merchandise was assumed to be the 
same, and there was no change of styles in fashion. 
(F) The location of the ad in a publication was 
the same ( in the case of advertising and personal inter-
views ) 
(G) It was assumed that the times of the year used 
were equally effective in producing salesmen. 
These conditions, assumed to be constant, are 
actually all variable. The practical approach differs from 
the complete approach, outlined above, in that it recognizes 
that the conditions are variable, that there is mo adequate 
meth od of allowing for them in c omputa tiona, and that the 
variations are such that expediency must be used. wr~t con-
stitutes the practical approach is determined by the in-
dividual companies in the "short cuts" they employ. 
The approach of the Concordian Shoe Co. is in-
dicated by the first five columns of Tables I - V. It 
arrives at the source cost of each closure, and employs the 
rule of thumb that if it is less than $15 per salesman the 
source is good. Do other comparisons or computations are 
made other than that the rate of closures for each season is 
computed. Columns 6 and 7 of Tables I - V were added for the 
purpose of this thesis. If the complete approach were 
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employed there would be four additional columns besides these 
7 already shown. These four would be: (1) average sales per 
man, (2) average gross margin per sale less expenses which 
would have escaped if the sale had not been transacted, (3) 
average yield per man, and (4) the difference between the 
average yield per man and the actual cost of closures. 
These columns have not been added to this thesis because the 
necessary information is lacking. 
An explanation of Tables I-V would be helpful in 
understanding their meaning and significance. The first 
column gives the cost of the source, and the second column 
gives the number of inquiries resulting from the investment 
shown in the first column. Combined together the first 
two columns give the cost to obtain each inquiry. This 
item is particularly interesting for comparison purposes. 
In the case of advertising, if the same ad were used in 
several publications ( sources ) then a comparison of their 
relative drawing power could be made. If the same source was 
used with different ads, then a comparison of the ads could 
be made. These comparisons can be made, however, only if 
the above conditions given above are constant. In the case 
of mailing lists the sources of the lists may be compared if 
the letters used are the same. Similarly, the letters may 
be compared if the source of the list is the same. Once 
again the above conditions must be assumed to be constant. 
The fourth column gives the number of closures. This column, 
in combination with the first, gives the source cost of the 
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closures. The significance of this figure again lies in its 
use as a comparison. The cost of closures is almost univer-
sally used in the direct selling trade, and hence is good 
for comparison between companies. The opinion of the writer 
is, however, that the significance is not as great as many 
would think. The source cost of closures is not interesting 
in itself because the actual cost of closures is usually far 
in excess of this tigure. Furthermore, the number of varia-
bles which will affect it is enough to make judging the 
effect of one factor very diff i cult. The source cost of 
closures reflects (1) the drawing powers of the ad ( or 
letter, in the case of lists), (2) the relative value of the 
sources, (3) the effectiveness of the sales kit and the line 
of shoes in inducing the applicant to make a sale, and (4) 
the percentage of those persons attracted by the particu.l.ar 
source who are of the t ype who willbecome salesmen. 
The last two columns ( 6 and 7 ) are of more 
significance. The rate of closure, which is the number of 
closures per inquiry, is significant in that it is a measure 
of only two factors, which are (1) the effectiveness of the 
sales kit and line of shoes in inducing the applicant to 
make a sale, and (2) the percentage of those persons attract-
ed by the particular source who will become salesmen. The 
actual cost of closures is interesting because this figure 
may be compared with figures on the productivity of salesmen. 
The company can then determine whether it is gaining or losing 
money in obtaining salesmen. The actual cost of sales is 
Table I 
Performance of Hailing Lists 
List Source ( 1) ( 2) (3) ( 4-) 
List Inqu- Cost C los~ 
Cost iries of ures 
I nqu-
iries 
§.£ring 1949 ~35 $1.30 Knapp · Bros. 27 15 
John Neil 100 284 
-35 32 
J. C. IvJ:ench 35 80 .44 8 
Geo. r-:errit 72 114 .63 1 
Tanner 60 21 2. 85 0 
Concord ian 80 124 .64 18 
Total 382 650 .59 74 
Fall 1949 
~60 Inter-Com 13 $4.61 0 
Ni m- Rod . 60 24 . 2.50 1 
Hook-fa st 60 22 2.72 2 
Kendex 60 41 1.46 1 
Kent cr•aft 60 51 1.17 4 
';leat her-Tex 60 3LJ- l.'l6 5 
i'i' ilkn i t 60 24 2.50 5 
Fyr Fyter 60 21 2. 86 5 
Kent craft 60 58 l.o3 2 
Briggs _2Q 13 4.61 1 
Total 570 301 1.89 2b 
Information for Interpretation of Table 
Spring selling kit cost \'las ..:/'1. 24. 
Fall Selling kit cost was 1.66. 
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(5) ( 6) (7) 
Source Clos- Actua l 
Closure ure Closure 
Cost Rate Cost 
$2.33 55.5% $ 4.56 
. 3.12 11.3 14.12 
4.37 10.0 16.:{'7 
72.00 0.9 209.ee 
oQ o.o oO 
4.33 14.5 12.88 
5.16 11.4 16.06 
i> 
' 00 o.o% i)j> 00 
60. 00 4.1 100.50 
30.00 9.1 48 .25 
60.00 2.4 129. 30 
15.00 7-9 36.00 
12.00 14.7 23.30 · 
12.00 20. 8 20.00 
12.00 23.8 19 .00 
~0.00 3 .5 77-50 
30.00 7.7 51.60 
21. 90 8 .6 41.20" 
List cost includffi purchase price, cost of fly er, and pos tage. 
Cos t of' i nqu iries i s the lis t cost divided by t he number of 
inquiries 
Cost of closures is the list cos t divided by t he number of 
closures 
Closure rate is the number of closures divided by t he number 
of inquiries 
Actual closure is the cost of closures plus the cost of the 
selling k it which is divided by t he closure rate. 
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Table II 
Advertising Resuib:t s 
Magazine Display 
Publication ( 1) ( 2) ( 3) ( 4) (5) ( 6 ) ( 7) 
Ad Inqu- - Cost Clos- Source Clos-- Actual 
·J ost iries of ures Closure ure Closure 
Inqu-- Cost Rate Cost 
iries 
lt"'al1 1948 
Salesman's 
Opportunity $63 50 {pl. 26 4 . ::$15.85 8 0 <1f • / 0 :f31. 40 
" 
II 
·73 41 . 1.80 6 12.16 14.6 20. 80 
Specialty 
Salesman 63 52 1.21 7 9.00 13.5 18 .20 
" 
II D. 36 2.00 _2 14. 60 .1.:h2. 2~ 
Totals 27.£ 179 1.52 22 12.30 12. 3 22.40 
Spring 1949 
Salesman's 
OPtportunity Feb 350 184 1.90 30 11.70 16.3 19 .30 
I II I'iar 73 48 1.52 5 14.60 10.4 26 .50 
II 
" Apr 73 32 2.28 2 36.50 6. 3 56.20 Specialty 
Salesman Feb 350 150 2.33 23 15.20 15 -3 23 . 30 
II II Mar 73 31 2.35 5 14.60 16 .1 22.30 
II II Apr 73 27 2.70 1 73.00 3.7 106 .50 
Mac.F'adden 
Iv:en' s Group l-iar 59 62 .95 12 4.90 19.40 11.30 
Grit Jan __:]Sl 62 1.13 16 4.40 25. 8 9 .20 
Totals 1121 596 1.88 94 11.90 15.7 19. 80 
Fall 1949 
I>lacFadden 
l,~en' s Group 59 23 2.56 3 19. 66 13.0 32 . 30 
Grit 
..:J..Q 40 k72_ 8 8 ·12 20.0 17 .oo 
Totals 129 63 2.05 11 11.70 17.5 21.20 
Spring 1950 
Salesman' s 
Opportunity 73 113 . 64 21 3 . 50 18 .6 11.00 
Specialty 
Salesman Feb 73 87 . 84 11 6 .64 12.7 17.60 
" 
II Iviar 73 66 1.11 8 9.14 12.1 20.60 
Grit Jan 70 56 1.52 5 14.00 10.9 26. 80 
11 a cFadden Gr p lVIar 59 35 1.68 9 6.55 25.7 12.00 
Pop. Fiction Apr 58 10 5.80 0 00 o.o oO 
Ranch & Farm N e1tr:s. 12 3 4.00 1 12.00 25.0 17.60 
Totals 418" 3b0 r:1b 55 7.60 15. 3 16. 70' 
Fall 1920 
lD.pport. Salest..an 73 42 1.73 6 12.10 14. 3 21. 80 
I"facFadden l,~en' s Grp 59 25 2. 35 6 14.70 24.0 19.40 
Hillman 's Detective 52 30 1.72 7 3 . 63 20.0 15. 60 
.!!.bony 48 ail) rill- 18 2. 80 26.8 8 .00 
Tota l 231 160 1.44 37 6.25 23 .1 11.20 
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Table III 
Advertising Results 
Magazine Classified 
Publication (1) (2) (3) ( 4) (5) (6) (7) 
Ad Inqu- Cost Clos- Source Clos- Actual 
Cost iries of ure Clos- ure Clos- -
Inq- ure Rate ure 
iries Cost Cost 
Fall 1948 
July 14th Billboard 3 2 1 .50 0 CX> 0 . 0% co 
II 3 3 1 0 00 0 . 0% OCJ 
Science & Mechanic 7 23 . ll 2 3.60 8 .7 17 -90 
Dell's Mens Group 12 29 .Ia 1 12. 3 . 4· 48 . 50 
N.E. Homestead 3 2 1.50 1 3 50 . 0 5 . 48 
II II 3 2 1.50 0 a? 0.0 co 
Southern Farmer 12 14 .85 2 7 14 .3 15-70 
Grit 10 6 1.66 0 co 0.0 Cl:) 
II 10 7 1.43 1 10 14.3 18 .70 
So. Agricultur t st 12 15 .80 1 12 6 .7 30 .50 
Southern Planter 4 3 1-33 0 c:t:l 0.0 a:> 
Successful Farming 14 12 1.16 2 7 16 .7 14·. 4-o 
Farm Journal 30 12 2.50 1 30 8 . 3 44 .90 
Popular Mechanics 18 28 .64 4 4.5 14.3 13 20 
II II 18 34 ·53 3 6 8 .8 20.10 
Popular Science 17 19 . 84 2 8 .50 10.5 20.30 
II I I 19 19 1 1 19 5-3 42.40 
Country Gentlemen 30 12 2.50 2 15 16 .7 22 . 40 
Progressive Farmer 12 20 .60 1 12 5 . 0 36 .80 
Mech. Illustrated 10 16 .62 0 00 0 . 0 CD 
II II 10 27 ·37 5 2 18.5 8 .70 
Totals 257.20 30 .5 .84 29 ~85 9. 5 21 . 90 
Spring 194·9 
1~4 Popular Mechanics 18 .41 9 2 20 . 4 8.10 
So. Agricult. Feb. 13 41 .32 10 1.30 25.4 6 . 20 
Country Gent. II 30 25 1 . 20 3 10 12 . 0 20 .30 
Progressive Farmer 13 28 . 46 5 2.60 17.9 8 .50 
Successful Farm. Mar. 14 9 1.55 1 14 11.1 25.20 
Southern Planter I=; 15 
-33 6 .83 40.0 3 -93 _, 
N. E. Homestead. 3 9 -33 1 3 11.1 14 .20 
CAppers Weekly 5 5 1 1 5 20.0 11 .20 
Rural New Yorker 8 19 .42 2 4 10-5 14 .80 
Royal Neighbors 10 7 1.42 1 10 14.3 18 70 
Woodman of World 10 13 
-77 5 2 38.4 5 . 23 
Table III 
(Continued ) 
Publication (1) (2) - (3) (4) (5) (6) (7) 
Ad Inqu- Cost Clos- Source Clos- Actual 
Cost iries of ures Clos- ure Closure 
Inqu- ure Rate Cost 
iries Cost 
BEring 1949 Con't 
$5 $1 Outdoorsman 5 1 $5 20.00% $11.10 
Farm & Ranch 6 6 1 1 6 16.70 13.40 
Mech. Illustrated 12 35 .34 4 3 11.40 13-90 
Science & Mechanic 8 15 .56 1 8 14.70 16.40 
Dell's Mens Group 12 24 .so 1 12 4.2 41.80 
Farm Journal 36 15 2.40 3 12 20.0 18.20 
Cappers Farmer 14 24 
-58 3 4.66 16.7 12.10 
Outdoor Life 14 9 1.55 1 14 11.1 25.20 
Totals ·.1'8B 31ffi" -5~- 59 3-19 17.0 10.49 
Fall 1949 
Grit 10 4 2.50 0 (X) 00.0 a? 
Popular Mechanics 18 21 .86 1 18 4.8 52.80 
So. Agriculturist 13 18 -72 6 8 .16 33.3 "' 7.10 
Southern Farmer 13 26 .so 2 6.50 7·7 28.00 
Rural New Yorker 8 3 2.66 1 8 33·3 13.00 
Woodman of The WorldlO 2 5 1 10 50.0 13-30 
Mechanics Illustra. 12 22 ~ 1 12 4.5 48.90 _ Totals "81+ 95 12 7-00 12.5 20.30 
s;ering 1920 
Opportunity Mar. 14 20 .70 3 4.66 15.0 13-90 
Specialty Sales Mar.l4 10 1.40 1 14.00 10.0 27.90 
Popular Mechanics F 18 33 -55 3 6.00 10.0 19.90 
'" 
II Mar.l8 28 .64 6 3.00 21.4 9-50 
American Weekly Jan.75 35 7.14 4 18-75 11.4 31.00 
Southern Planter F 5 6 .83 1 5 16.7 13.30 
" 
II Mar. 5 9 ·55 2 2.50 22.2 8.80 
Rural New Yorker Feb.8 1 8 0 0? 00 et:' 
Southern Farmer tl 13 25 -52 4 3-25 16.0 12.00 
Woodman of World 11 10 5 2.00 0 00 w o:> 
Farm & Ranch II 17 26 .65 4 4.25 15.4 13-30 
JJ II Mar. 17 24 .71 4 4.25 16.7 12.60 
Progressive Far. Febl3 14 .92 2 6.2:: 14.3 16.00 
N. E. Homestead tl 3 7 .43 0 aJ 0.0 co 
Cappers Farmer t l 14 9 1.55 1 14 11.1 26.50 
Dell's Mens Gro. Marl2 7 1.71 0 
Mechanics Ill. II 14 24 
-58 7 2.00 29.1 6.77 
" 
II Apr.l7 17 .82 3 4.66 17.6 12.60 
Totals 2'84 300 
-95 45 6.31 15.0 15-57 
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Table III 
(Cont inued) 
Publication · (1 ( (2) (3) (4) (5) (6) (7) 
Ad Inqu- Cost Clos- Source Clos- Actual 
Cost iries of ures Clos- ure Closure 
Inqu- ure Rate Cost 
iries Cost 
Fall 1950 
Opportunity $1.30 $i.20 18.1% $13.50 
Specialty sales .68 7.20 9.5 19.20 
Popular Mechanics 1.50 12 12.5 21.10 
Southern Planter 1.43 4.80 29.8 8.60 
Southern Farmer .67 5.28 12.7 14.30 
Progressive Farmer .94 4.40 21.4 9.70 
N. E. Homestead 2.88 0.0 
Cappers Farmer 3.60 14.40 25.0 19.00 
Mechanics Illustrated .70 28.80 2.43 75.60 
Southern Agriculture .84 8.40 10 19.80 
Outdoorman 12 oa 00 co 
Family Times 
·75 6. 12.5 18 
National Grange Monthly 2.88 co et:) CD 
Totals ~ 9."8"1 J:1r:5 17.66 
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Tabl e IV 
Advertising Results . 
Newspaper Display 
Publication ( 1) ( 2) ( 3 ) ( 4)' ( 5) .: ( 6) (7) 
Ad Inqu- Cost Clos-- Source Clos- - Actual 
Cost iries of ures Closure ure Closure 
Inquir~ Cost Rate Cost .. 
ies 
Fall 1948 
N. Y. Sunday News 65 65 ~ 1.00 27 $2.40 41. 57r $ 5.40 
11 11 (Out of t mm ) 66 27 . 2.44 6 ll.¢l0 22.2 ' 16 .59 
N.Y. Sunday Ii.1:irror 21. J2 2.06 _2. 10. ;20 20.0 16.QO 
Total 162 107 1 •. 51 36 4.50 33 . 6 8 .20 
Sprin8 1949 
N.Y. News Jan 30 66 58 1.14 19 3 . 88 . 32 . 8 7.66 
II II Feb 13 66 64 1.03 16 4.12 25 . 0 9 .10 
tl II Feb 27 66 23 2 . 87 4 18 . 50 17.4 25.63 .. 
II II r-Iar 13 66 55 1.20 13 5 -07 23.6 10. 30 '· 
N.Y. M:irror Jan 30 31 25 1.24 2 15.50 8 .0 31 .00 
Chicago Herald Amer . l 8 19 . 94 4 4 . 50 21 .0 ' 10.40 
Total 313 244 1.28 -- 58- 5 . 40 23 . 8 10.60 
Fall 1949 
N.Y. News 
(Shop by 1·1a il) 66 22 3.00 . 2 33 .00 9 .1 ;il· 20" 
" 
II II 66 34 1. 94 4 16 . 50 11. 8 30 . 60 
N.Y. IY.lirror 31 8 3 -87 0 00 0.0 00 
N.Y. Xirror 31 4 :L1.2 _ .J. .. ;21.00 25 . 0 37. 6:2 
Total 194 68 2. 86 7 27.70 10. 3 43. 80 
S:Qrine; 1920 
N .Y . Ne:;.v-s ·Jan 66 59 1.12 13 5 .08 22 . 0 11 .40 
II II Feb 66 43 1.37 9 7-34 18 . 8 14.70 
II II Mar 66 40 1. 65 8 8.25 2o .o · 15.20 
Chica go Hera ld Jan 18 11 1. 63 3 6 . 00 27. 3 11.10 
II I I Feb 18 7 2 . 58 0 00 o.O 00 
Pitts .; Courier Jan 22 43 .51 10 2 . 20 23 . 2 8 . 20 
II II Nar 22 23 . 96 3 7- 35 13 .0 15 .75 
II II Apr 22 34 . 65 9 2 . 44 26 .4 7-70 ' 
Chicago Trib . Jan 20 6 3 -33 1 20.00 16 .7 28 . 30 
Boston Advert . J an 20 _J_ 2 . 86 0 o .O 
Total 340 278 1.22 56 6 . 07 20.2 13 .00 
Fall 19;20 
N.Y. News 2.30 6 . 80 33 . 8 10.20 
Pitts. Courier 1.03 3 . 20' 32 .2 6 . 64 
N. Y . Ii;i: irror .93 2. 33 4o .o- 5 .18 
Chicago Herald Am6r • . 9.10 ' 18 . 20 ' 50 .0 20. 50 
Total 2.42 7.40 32.8 10. 88 
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Table V 
Advertising Results 
Newspaper Clas sified 
Publication ( 1) (2) (3) ( 4) (5) (6) (7,)' 
Ad Inqu- Cost Clos-- Source J los-- Actual 
Cost Iries of ures Closure ure Closure 
Inqui- Cost Rate Cos t 
ries 
Fall 1948 
Ivlisc. Ne\vspapers $116 42 $2. 80 6 ~ 19 ~o - 14.3% ~28 .oo-ij]> • ..) 
N.Y. C • . II 74 26 ' 2 . 80 2 -15.00 19 .2 . 21.50 
Total 190 bE 2.80 11 17.20 Ib:2 24. 90 
S:2rine:; 1949 
Kansas Gity Star 5 3 1.66 2 2.50 66 .7 4. 30~-
Fall 1942 
None 
S:2ring 1920 
Ivl i sc . l\i€nvs:papers 
January 98 57 1.72 10 9 .80 17 .s 17 .so· 
II II February 98 36 2.7 2 8 12 .25 22 . 2 18 .so 
'I' exas . E e\·-Ts Feb 22 14 1.57 3 7.35 21.4 13 . 80 
II II Beb 22 17 1.29 4 5 . 50 23.5 10.40 
II II Feb 22 _]_ 3 .14 _2 4-.4-0 71. 5 6 . 34 
Total . 262 131 2.00 30 8 .74 22.9 14. 80 
Fall 1950 
Texas News 4. 67 20.73 22.50 25 . 80 
Ivi isc. Newspapers 4.00 26.30 15.20 33 . 80 
Tote. l 4. 35 22 .70 19 . 20 28 .70 
Publication 
Table VI 
Advertising Summary 
Advertising Season 
Fall Spring Fall Spring Fall 
1948 1949 1949 1950 1950 
Cost o~ Inquiries 
Magazine Display $1.52 
Newspaper Display 1.51 
Magazine Classified .84 
Newspaper Classi~ied2.80 
Cost o~ Closures 
Magazine Display $12.3 
Newspaper " 4.50 
Magazine Classified 8.85 
Newspaper " 17.20 
Closure Rate 
Magazine Display 12.3% 
Newspaper " ~3.6 
Magazine Classified 9.5 
Newspaper " 16.20 
$1.88 $2.05 $1.16 $1.44 
1.28 2.86 1.22 2.42 
.54 .88 -95 1.42 
1.66# None 2.00 4.35 
$11.90 $11.70 $7.60 $6.25 
5.40 27.70 6.07 7.40 
3.19 7.00 6.31 9-81 
2 .50# None 8.74 22.70 
at 17.5% 15.3% 23.1% 15 • 7t.o 
23.8 10.3 20.2 32.8 
17.0 12.5 15.0 14.5 
67 .0# None 22.9 19.20 
Total 
Average 
$1.60 
1.48 
.85 
2.82 
$9-92 
6.02 
6.13 
13.60 
1.61% 
24.5 
13.9 
20.7 
Grand 
Total 
$1.42 
$8.00 
17.7% 
Actual Closure Cost 
Magazine Display $22.40 
Newspaper 11 8.20 
$19.80 
10.60 
10.49 
4.30# 
$21.20 
43.80 
20.30 
None 
$16.70 11.20 $17.60## $14.94## 
13.00 10.88 11.60## 
Magazine Class. 21.90 
Newspaper 11 24.90 
Actual Closure 
Cost for Season 17-58 14.60 22.90 
15.57 17.66 15.05## 
14.80 28.70 19.60## 
14.11 14.40 
## Sales kit cost assumed to be $1.24 for comparison purposes. 
# Only one newspaper 
computed by adding to the source cost of closures the per 
closure cost of mailing out sales kits to inquiries. 
c. Sources of Salesmen and Their Relative Importance 
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The sources of salesmen are four in number. They 
are (1) personal interview, (2) purchased mailing lists, (3) 
advertising, and (4) customer salesmen. For purposes of 
comparison the value of source is measured in the number 
of dollars spent to obtain one salesman. A man is consider-
ed to be a salesman after he has sold h~a first pair of shoes. 
In this se~tion we will discuss these sources -and their value. 
The method of obtaining salesmen through personal 
interviews is included here in this discussion for the sake 
of completeness rather than emphasis. Personal interviews 
are rarely employed by' small companies because of their 
limited effectiveness. As a general rule personal inter-
views are: re.legated to powerful companies who can use them 
to better advantage. The Concordian Shoe Co. attempted to 
obtain salesmen through personal interview only once. The 
company advertised extensively in the New York News for 
salesmen. An office was rented in New York for the occasion, 
and the prospective salesmen who responded to the ad were 
interviewed. In the interview the applicants were told of 
direct selling by George Hill, and invited to sell. The idea 
was to obtain a number of good salesmen who would bolster 
sales above the break even point. Failure was complete. 
Not a single salesman was obtained. This fiasco was explain-
ed by Mr. Hill as resulting from his failure to dazzle the 
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prospective salesman. A pretentious show should have been 
prepared, with on the spot testimonials by experienced sales-
men of the ease of making money with Concordian's "terrific" 
line of shoes. The prospective salesmen should have been 
given a sales kit and shown the ropes by one of the experienced 
salesmen. All during the interview the glitter of cash re-
ward should have been held before their eyes. 
It would seem, therefore, that the Concordian Shoe 
Co. should have adopted this plan to dazzle. There is one 
important drawback. Such a method is costly, and therefore 
it is necessary that high grade salesmen be obtained who will 
sell many shoes. This is quite possible. However, it would 
not be long before the good salesmen would hear of Knapp or 
Charles Chester. The larger lines, beautiful catalogues, 
expensive sales kits of these companies would attract them 
~uite away leaving for Concordian the cost of finding them. 
The big company can profitably employ personal interviews to 
pbtain salesmen, but the small company must resort to other 
sources. 
Another source of salesmen, more important to the 
small company than personal interviews, are mailing lists of 
persons whm have previously sold for other companies. These 
lists come from three principal sources: (1) companies which 
specialize in buying and selling mailing lists, (2} from a 
company's own files, and (3) from a similar direct selling 
company. The companies that trade in the lists purchase from 
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the direct selling companies names of inactive salesmen. 
These names are recorded on addressing machine plates. When 
a direct selling company desires to make use of the list of 
names they send their envelopes down to the company to be 
a ddressed. The cost of this service is relatively small, 
be ing around seven or eight dollars per thousand names. 
The source of names from a direct selling company's 
own files ( No. 2 above ) is probably one of the most fruit-
ful. These are names of inactive salesmen whom the company 
circularizes in a final effort to uncover salesmen. When a 
direct selling company has milked all the possible salesmen 
from a list of its own inactive salesmen, it will often trade 
it off to another direct selling company, usually for a 
similar list. 
In employing a mailing list the practice of the 
direct selling company is to fill the addressed company 
envelope with a flyer on the line of shoes and a letter in-
viting them to sell the line. Generally postage paid reply 
envelopes are not included for the reason that if answering 
is made too easy "coupon chasers", looking for something 
free, will send in for expensive selling kits. When a 
prospective salesman replies to the circular mailed to him, 
the company immediately sends him a sales kit ( see appendix 
for 1951 kit ) and awaits results. 
The effectiveness of lists used by the Concordian 
Shoe Co. as a source of salesmen is shown in Table I. In the 
spring of 1949 the Concordian Shoe Co. made its first use of 
list by purchasing names from the inactive files of other 
direct selling shoe companies. A comparison of the lists, 
using the system of measurement as set up in the preceding 
section reveals some interesting results. 
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The most important factor affecting the value of a 
list is the policy of the source company in placing salesmen 
on the inactive file. For example, it is definitely known 
that Knapp Bros. Co. will get rid of men who do not sell a 
large volume. These men, for the sma 11 c ompany, are good 
producers. This is born out in the results of the Knapp 
list which had a very high closuret rate and very low actual 
closure cost. The actual closure costs of John Neil, J.C. 
Moench, and Concordian are reasonably close together, with 
Concordian being the lowest. The s i milarity of results 
coupled with the knowledge that the Conoordian mailing lists 
consist of former active salesmen who did no t sell the pre-
ceding season, indicates that the John Neil and J .c. Moench 
companies place on the inactive file they sell those men who 
did not sell in the preceding season. Evidently these two 
· companies make little attempt to re-sift salesmen who have 
failed to produce for a season. A distinct contrast to any 
other lists are the results obtained from those of the Geo. 
Merritt Shoe co. and the Tanner Shoe Co. The policy of 
these companies is clearly to squeeze every possible sales-
man from their names. It may well be that these companies 
include in the list of names they sell mere inquiries, or 
those persons who have used the saleman's discount to buy 
themselves a pair of shoes. 
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The over all results of this experiment appeared 
to the Concordian Shoe Co. on the basis of the source cost 
of closures ( which was as far as their records went ) - to 
be excellent. The low closure rate of 11.4, however, pro-
duced an actual closure cost which was not quite average 
for advertising ( see Table VI ) rather than starlingly good, 
as was indicated by the source closure cost. The apparent 
success led the Concordian Shoe Co. to invest heavily in 
lists the following fall.. These lists, however, were not of 
shoe companies but instead were of companies which sold such 
things as gloves, ladies hosiery, shirts etc. Failure was 
complete. Ten thousand names of men who had sold direct 
were purchased, and only twenty-six closures were obtained. 
The reason for this failure ~ght be found in the fact that 
most o ::' these men were not men's shoe salesmen. They were 
door to door men who sell to ladies. As the lines carried 
by these salesmen carry them to the home during the day when 
men are out, they seldom have an opportunity to sell men's 
shoes. 
Since this failure the Concordian Shoe Co. has 
hesitated to invest again in lists except those culled from 
its own files. That the Concordian Shoe Co. should continue 
to refrain from the use of list does not appear to be warrant-
ed by what is indicated in Table 1. It is clearly indicated 
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that lists which came from companies other than shoe com-
panies must be used with caution. Lists from other shoe 
companies have definite possibilities. Certain companies 
obviously sell worthle as name a - as Geo. Merritt Shoe Co. 
Other companies, as Knapp Bros., sell very valuable names. 
Inasmuch as the cost of the enclosures, the postage and the 
sales kits sent out practically constitute the whole expense 
involved in the use of lists, it might be wise to test a 
list when it is purchased. In other works, the company 
might mail to a random 100 names out of a list of 1000, 
and then await results. Then if the results were satisfac-
tory, mailing to the rest of the names could be done with 
relative impunity. T~s plan combines advantages of low 
risk and the opportunity to obtain salesmen at low cost. 
The disadvantages include the ever present possibility that 
the sample would be a poor representation, the delay in 
mailing out the balance of the list, and that the whole list 
would have to be purchased and printed on company envelopes. 
Advertising is without question the principal 
method of obtaining salesmen for direct selling shoe com-
panies. Three fourths of all salesmen obtained in 1950 for 
the Concordian Shoe Company were through this source. Ad-
vertising, aside from the catalogues, involves the largest 
single s ource of expense for the company, Furthermore,the 
degree of control upon the results of this expense is very 
limited. It might be interesting, then, to investigate the 
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manner in which a company advertises for its salesmen. 
Advertising for salesmen is generally done by use 
of display or classified type advertisements in either news-
papers or magazines. A comparison of the results obtained 
by the Concordian Shoe Co. in using these various media is 
shown in Table VI~· Magazine classifi ed ads have in every 
season been the cheapest source of inquiries. This is main-
ly because of the low advertising cost. The rate of closure 
for t his type of advertisement, however, has also been con-
sistently the lowest. Thus the actual cost of closures was 
not the lowest. The best results, measured in terms of 
actual cost of closures, have been obtained through display 
advertisements. The average actual cost of closures obtain-
ed over the five seasons for newspaper display is 27% less than 
the next lowest form of ad. Furthermore, with one notable 
exception, newspaper display has consistently had the gighest 
closure rate and the lowest actual cost of closures. This 
is important for it indicates that the low actual cost of 
closures of 11.07 does not result from a chance season that 
would distort the average. The least successful medium has 
been newspaper classified advertising. Cost of inquiries 
( with one exception which should be discounted because it 
represents about 0.5% of the total advertising expenditure 
of the season - Fall, 1949 ) was consistently highest in all 
seasons. Cost of closures similarly has been high. The only 
saving feature has been the fairly good closure rate. This, 
however, was not good enough to save newspaper classified ads 
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from having the highest actual closure cost. Mediocre all 
along the line has been magazine display. 
Having gotten a general p i cture of the advertising 
results let us examine more closely the results with the aid 
of tables II, III, and IV. Let up begin our examination with 
Table II and discuss magazine display advertising. The 
magazines can be broken down into those which are designed 
to appeal only to direct salesmen, as Salesman's Opportunity 
and Specialty Salesmen, and "other" types. The heaviest 
proportion of the Concordian expenditure ~or magazine dis-
play advertising has been for the salesman magazines·. That 
this is warranted is not clearly evidenced in the results. 
With only one exception of Salesman's Opportunity* in spring 
1950, these magazines have produced salesmen at an actual 
closure cost of greater than the average cost for magazine 
display for the five seasons. This means that it has been 
the magazines under the "other" classification which has kept 
the average cost down. The reason for this probably lies in 
the intense conpetition between advertisements for the sales-
man's attention. The pages of the magazines are crammed full 
of advertisements doing just one thing - looking for sales-
men. The data in Table II, however, is not complete enough 
for a definite conclusion. the cost of obtaining these 
salesmen may be high, but it may well be that these sales-
* It is interesting to .note that Salesman's Opportunity has 
consistently done better than Specialty Salesman. 
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men, being more experienced in direct se~ling, will make 
t heir extra cost worth while by selling many more shoes than 
salesmen obtained through other sources. Farm magazines 
might, on the other hand, produce salesmen cheaply, but, 
because of the distance between farms they might be low 
volume salesmen. It might well be worth while for a direct 
selling company to keep more complete records, particularly 
in showing the pairs sold as a result of investing in a 
source - more about this suggestion will be said in a later 
chapter. 
The magazines in the "other" classification for 
Concordian are the farm magazines, pulp magazines, and maga-
zines which appeal to certain ethnic groups. The farm maga-
zines - of which there are only two, Grit and Raach and ~ 
News - are, except i ng one instance, consistently better than 
the magazine display average of $17.60 for actual cost of 
closures for five seasons. Pul p magazines, as MacFadden 1 s 
Men's Grou12* and Hillman 1 s Detective Group-ll-· · and Popular 
Fiction have showed sporadic results. Actual closure costs 
of magazines are shown in Table VII below. 
Ty:J2es of 
Publication 
Southern Farm 
Other Farm 
Mechanic 
Pulp 
Direct Selling 
Cost 
$ 90.00 
331.00 
224.00 
42.00 
58.80 
Table VII 
Inquiry Source 
Cost closure 
cost 
.57 3.21 
1.10 8.28 
.53 ·~ 4:~31 
.65 21.00 
.90 7.10 
Closure Actual 
rate Closure 
Cost 
17.8 10.8 
13.3 17.60 
12.2 14.50 
3.08 61.30 
12.7 16.85 
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The results summarized in Table VII were compiled 
from Table III, which gives the results for each magazine. 
The magazines classified into these groups were as follows: 
Southern Farm: Southern Farmer, Southern Agriculturist, 
Southern Planter 
Other Farm: 
Mechanic: 
Pulp: 
Direct Sell-
ing: 
New England Homestead, Grit, Successful 
Farmins, Farm Journal, Country Gentleman, 
Progressive Farmer, Rural New Yorker, 
Capper's Farmer, Farm and Ranch News 
Science and Mechanic, Popular Mechanics, 
Mechanics Illustrated, Popular Science 
Dell's, Men's Group, Billboard 
Specialty Salesman, Salesman's Opportunity 
The results in the above table are self-evident 
and hence little need to be said here. Southern farm maga-
zines are well out in front. This may stem from the lower 
income level in the South which makes the rewards of direct 
selling more attractive. Popular mechanic type magazines 
are good and Other Farm only fair. The salesman magazines 
are only fair but are much better than display ads in the 
same magazines. The results for PUlP magazines appear 
terrible, but since only $42.00 was invested in two maga-
zines the results cannot be very significant. A great variety 
of pulp-like magazines must be tested before coming to any 
definite conclusions. Similarly, the relatively small ex-
* Group magazines are magazines which are identical in adver-
tising and nature but have different covers, stories and art-
icles. 
**Sales fit cost was assumed to be $1.24. The problem was en-
countered in the calculation of these tables as to whether one 
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penditures for Southern farm and salesman magazines make de-
finite conclusions hazardous. In these magazines, however, 
a better sampling of the field was obtained, and hence they 
are more significant. 
The conspicuous success of display advertising in 
newspapers is largely the result of three newspapers - ~· 
News and Sunday News, New York Mirror and Pittsburg Courier. 
Other newspapers, but not so important, are Chicago Herald-
American, Chicago Tribune and Boston Advertiser. It is in-
teresting to note that all of these newspapers are tabloids, 
which use a 9000 word vocabulary, and focus their attention 
towards low income groups. The Pittsburg Courier is a news-
paper with negro readers. It has been unusually successful 
as Table IV indicates. This adds more evidence to the sug-
gestion that those publications which have the preponderance 
of its readers in low income groups are the most lucrative 
for the direct selling company. 
The successfulness of newspaper display ads had one 
outstanding exception in the fall of 1949 when the actual 
cost of closures jumped to $43.80. The reason for this is 
not very clear. Chance and the lack of diversity may be con-
tributary. The fact that the ad was under a "shop by mail" 
heading in the New York News may have meant that the people 
cost should be used for all calculations: or whether the 
sales kit cost applicable for each year should be used, and 
for summary calculation {not applicable to any one year ) to 
use a representative cost. The latter plan was adopted. 
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reached were interested in buying rather than selling part-
icularly. 
The reason for the lack of success in newspaper 
classified ads is not readily apparent. The principal diff-
iculty lies in the high cost of inquiries as the closure rate 
has been satisfactory in all eases. One possible reason 
might be that those people looking for jobs in the class-
ified ad section of a newspaper are not generally interest-
ed in something as unstable as direct selling. They look 
more for regular hours, steady pay, etc. A second possible 
reason for the high cost of inquires might bJ. that the number 
of new people to read the classifieds is small. Hence, the 
effectiveness of the class1f1eds would be concentrated in 
the first few insertions. The longer an ad was run, then, 
the higher the cost of inquires would be. It might be a 
good idea, then, to run ads in many different newspapers for 
just a few days rather than to run an ad in one paper for a 
long time. A test of this idea would be to run the same ad 
in a newspaper for a length of time but to change the code 
number for each day. 
Thus far, little has been said about the effective-
ness of advertising. No allowance has been made for it in 
comparison of publications. In display advertising there is 
little need for it because the same ad has been used for all 
publications for a season. Classified advertising generally 
involved only one ad per season, although in several seasons 
a variety of them were employed. Unfortunately statistical 
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comparison is almost impossib le. Comparisons between seasons 
involves the elements of economic and social changes, and 
hence would be difficult without controls which are lacking 
here. Comparison between classified ads used within a season 
is not possib le here because: (1) the only information avail-
able is the pub l ication the ad was photographed from. 
Statistical comparison requires a large number so that an 
average figure might be obtained, (2) No information is avail-
able as to how the publicat i ons would have produced with a 
different ad at the same time. 
A possible comparison test might be as follows: 
(1) determine the operating results of a large number of simi-
lar publications using the same ad, (2) divide the publicat-
ions into two groups so that the overall results of the two 
groupsaare nearly the same, (3) run the identical ad (con-
trol ad ) in one group the following season, (4) run the test 
ad in the other group that season, and (5) compare the re-
sults in terms of cost of inquires with a correction for any 
advertising rate increase. A more accurate result might be 
obtained by skipping a sea son in order to minimtae saturation 
affects from using the same ad twice. 
Despite the lack of adequate information the im-
portance of the relative effectiveness of advertising is such 
that a few remarks from general experience is worth while 
here. The advertisements used by the Concordian Shoe Co. 
are s h own chronologically in figures 11 through 20. The most 
effective ads, as was mentioned in Chapter III, are those 
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which emphasize money. The opinion of Mr. George Hill is 
that figure 20 is probably the best of the display ads. 
Good also is the left hand ad in figure 18. A complete 
fiasco was the right hand ad in figure 18 where one dollar 
was requested for the sales kit. Mentioning a figure for 
the amount of money that can be earned is often very effec-
tive. The upper ad in figure 17 is considered to be very 
good. Probably not as good as the others because of weak 
remunerative emphasis are the display ads in figure 11. 
Two important aspects of advertising for sales-
men which may be considered together are saturation and the 
best time to advertise. Saturation is a term applied to 
the diminished returns resulting~om repeated insertions of 
an advertisement in a publication. This effect may be 
measured over a period of years or of months. This effect 
over a period of years can be seen in the example of the 
Mason Shoe Company, who found that it was necessary to form 
new companies in name only in order to realize more effec-
tive advertising results. These companies were identical in 
all respects except that they advertise under a different 
name and the name at the top of the catalogue cover is 
different. 
The effects of saturation is shown in chart III. 
This chart was made from tables LI, III, IV, and V by taking 
those instances during a season when an ad was run two or 
more successive times and compiling table VIII below. Table 
Entirelyj[ew, Entire~ Different 
spec i e.. lized IJ:ei1'8Shoe line. Advance commis-
sions to $2.50. Bonuses. Personal discounts. Free 
selling kit. Concordian Shoes, B-1, .West Concord, 
Mass. 
Fig. 11 - Spring and Fall Classified Advertisin~ for 1948 . 
Taken from a Fall Iasue of "Billboard' 
Fig. 12 - -Fall Display Advertising for 1948 . 
Fhotographed from a Fall Issue of 
the "New York Sunday Hirror." 
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February Issue of 11Fopular JI;Iechanics" 
Country Gentleman, February Progressive Farmer, February 
Fig • . l3- Classified Advertising of Spring 1949 
..... #?4#1##&¥1 
,_ UIIIJall---. 
..... lA --...-.. 
Fig . 14 - Display Advertising for Spring and Fall 1949 
Photographed from March Issue of Ooportunity 
Salesman 
Money Quick. Take easy orders sensationa l 
men 1 s cushi on _ sh oe line. Build steady repeat 
busine s s your neighborhood. Free outfit. Con·· 
cordian Shoes, 6 -A West Concord, Mass. 
Fig . 15 Classified Advertising for Fall 1949 
Taken from Southern Agricu1turalist. 
Fig . 
play 
from 
~o bumtn~r f~('t with ~~1 
rw w. top value cu a hlo n AIJL. C'l-
COR K fihnt'S . ". lt•p-o n ' ' ~· 
~tlrat •'r dr:•w~ K~ l ea like 
lllr('(·t·frl•tn · f:lC' t ••ry dr-t' .lll. ...,., 
aiport !oil)' I('A, Ca ~oo h lounu- . £a. 
peri t'O('(' u nn••• ' ' '"'!'l:t.ry . o ..._ 
\ ' t."• t n K•n l , ~ a n1 p I P 1< ' ,.. ........ 
p r o .. t ll<'f•r 'l u •t t h••ll l r h .. r • W,..... 
\..lday f t' r fr to o• a h ,,. """' ·· J.o lll n IU t 
- , !!_! .. ~ONCOIJI,2 !!!f £!.. 
1 6 - Sprin3 1950 Dis- ·· 
Advertising , Photo 
Opportunity Salesman 
WAITING fOR YOUi i 
COLLECT BIG ADVANCE COMMISSIONS 
SELLING 1/,..f.ttrt CUSHION SHOES 
lmaclne--no more bumiDC teet after 
walk It~~~; or ot&Ddlna: aU d&f I <:on-
oordlao 1 re&t1y DIFFERF.NT com-
tort feature makes y our salee »>Om. 
8~i:'ty Lofr~~1U:Or~·.m:;g~:.~~~: 
gStep-on" d e moMtrator turns proa-
pectl Into easy CUitomers . Immedi-
ate dellvf"rles direct. tro m our mod-
«D factory . Re--order protectJon. 
EXTRA CASH IONUS PLAN I 
No experlenoe needed-FREE 8eU-
IDI' guide shows you bow. No In-
vestment. Samplee tu.nuab.ed pro-
duoer lll without cbarce. Write at 
onoe lo r FREE c..&alotJ Order-
Gettlna: Outftt.. 
THI CONCOIDIAN JHOI CO. 
~. A-a, Weot c-r4. ...._ 
(Publication Unknown) 
From Specialty Salesman 
Fig . 17 - Spring 1950 
Classified Advertising 
Fig. 18 - Fall 1950 Display Advertising (Publications Unknown) 
I CAIR wallhlf , .,. ~: Col teet• hlr ad· •a.nce comm utonJ ae lltnl exclusive cork -e.eb.JoDM thoea. P'ree outftt and Hllllll' ruldo. Cooconllao 811011, U4 West Con· COI'\I,_ W&ll. ·- ---
Fig . 19 Cl assified Ad- -
vertising for Fall 1950 
( Publications Unknown) 
Big advance rom.m ls · N(OPI(N( 
~~:.',',~iu~~"Y 0~~:~~ P;!~: WORK SHOES 
!hHUI I d iscount s . r t> ·•Jrd t>r UrtCift, ltlln'IIJ 
£XCLU$1V£ ''S t ~~u.t : ;~~}?"-:~m~ni)A ~r;t~: liUUANT££D 
COitK ~;~~~('~rs ~·~~~~·ut s:h~~~:~ 5 MONTHS! 
CUSHION Nv exJ,>(•r iNICIP o r Investment 16EE .' 
INNERSOLE f,~~~~ · "l'~~i~~ - ~~~>:s•:.~· q~~~~ NEW 1951 
with Air "'~·;~ <;;~~~ ~ e~~ 1oftr~ .t""v.·~r;;· t~~ Ordtr Citttin& CtndititDill Oll<." l' w it h out rl ~>k o r ulo l hta· 0•t1tt H• 
Actitl ~~~ " for F'REE Catalog O ut- Stllht CitMH 
THE CONCORDIAN SHOll CO. 
Dept. 26-A, West Concord, Mass. 
Fig . 20 * Disp lay Advert-
ising for Spring 1951 
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VIII is included in order to present an idea . of the relative 
consistency and reliability of the percentages shown in the 
chart. 
As can be seen from the tabla, saturation for maga-
zine display appears consistently throughout. So although 
the quantity of data is not adequate to make a definite state-
ment as to what sort of saturation may be generally expected 
for magazine display, it can be said that its effect is con-
siderable. Newspaper display seams to have similar consis-
tency and warrants, therefore, similar conclusions. The 
consistency in newspaper classifieds is more actual than is 
apparent, for the .first item listed under this heading re-
presents several newspapers, hance, again the conclusions 
are similar. Magazine classifiads show a decrease in cost 
of inquires for the second insertion. A conclusion that an 
effect opposite to saturat ~ on exists is untenable for the 
reasons: (1) the data is insufficient to warrant a definite 
conclusion, (2) the data is inconsistent as seen in table 
VIII, and (3) it is incmnceivable. What may have had a 
great deal of effect upon this result would be the time of 
the season the insertions were made. At certain times people 
are more shoe conscious and hence would be more interested 
in selling. Thus on insertion in a winter month, as January , 
would provoke less interest than an insertion in a spring 
month, as March. A conclusion that saturation probably exists 
in magazine classified advertising is not going too far. 
Table VIII 
Saturation Effect from Repeated I n serti ons 
Publication Inqu-
iries 
from 
1st 
Inqu-. 
iries 
from 
2nd 
Insert. I nsert 
Ma gaz ine Display 
Opportu u ity F 48 50 
Spec. Sales. F 48 52 
Op . Sale s . S 49 l f-8 
Spec. Sales. S 49 31 
Spec. Sal es . S 50 87 
Tot. & Aves. 268 
Magazine Cl ass ified 
Bi l l b oard F 48 a 
48 2 N. E . Homestead F 
Grit F 48 
Pop. Mech . . F 48 
Pop • . Scien ce F 48 
Mech . Illus •. F 48 
Pop. ~ech . S 50 
So. Planter S 50 
Farm & Ranch S 50 
Iv:ech . Ill. S 50· 
Tot. & Av erage s 
Newspaper Displ ay 
N.Y. Sun. News F 48 
N.Y. News S 49 
N .Y. l'!ev.rs F 49 
N .Y. rvrirror F 49 
N .Y . News S 50 
P itt s . Cour. S 50 
Tot s . & Av erages 
6 
28 
19 
16 
33 
6 
26 
24 
162 
65.; 
58 
22 
8 
59 
43 
255 
Newspaper Classified 
Misc. News. S 50 57 
Texas News . S 50 14 
Tots. & Averages 71 
41 
36 
32 
27 
66 
202 
7_, 
-'-' 
2 
7 
34 
19 
27 
28 
9 
2~ 
17 
170' 
27 
64 
24 
4 
48 
? -' ~) 
200 
36 
17 
53 
'*~ Tn -
' - -
crease 
in 
cost .:. 
22'!b 
44' 
45 
15 
32 
33 
-03 . 
0 
-14-
-:17 
0 
-41 
18 
-33 
8 
41 
-5 
170 
-9 
25 
2oo·· 
5 
87 
27 
58 
-12 
34 
Inqu- - % In-
iries crease 
from in 
3rd Cost 
Insert . 
23 152 
40 
34 
97 
32 
26 
b5 
7 100 
7- 100' 
Table I X 
Salesman Productivity 
Inqu~ 
iries 
from 
4th 
Insert . 
55 
86 
;; In-
crease 
in 
Cos t 
16 
Date 
Acauired 
1946 
1947 
1948 
1949 
1950 
1'. 9 
Salesmen 
7 8 
488 1 9 4 9 
Sales Sal e s men Sal es 
4271 61 1627 
1 9 
Sal e s men 
44 
5 o· 
Sales 
1016 
8 1 3789 61 1906 
395 5716 151 2669 
471 4544 
38 
63 
87 
457 
9 1~3 
1584 
1329 
3800 
87 
~ f:j: iffi.! !it 
tJ: 
!:! 
1i ~ . 
-I :II 
I a 
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H 
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Timing of advertising is important. It must not be 
so early in the season that there is little interest in shoes. 
Nor can it be so late that interest b~s subsided and the sales-
man has a short season in which to sell. An examinat i on of 
Chart I shows that sales are in a definite seasonal upswing 
at about W~rch 1st and August 7th. Hence, it is best to 
have all salesmen recruited before that time. However, if 
they are recruited too early they will loose interest in 
their sales kit amd make no sales. Undoubtably most closures 
are made soon after the sales kit is received. It appears 
that if the foregoing is true then the best time to adver-
tise would be alittle before or about these . times. The date 
of March 15th, however, is not entirely accurate. The 
weather has considerab ~~ effect upon it. If spring comes 
late tl1en interest in shoes is delayed. Furthermore, the 
upswing of sales is aff ected considerably by the timing of 
the new catalogue which is only a matter of judgement. 
The fall date is not quite so s ubject to varia-
tion inasmuch as it is set by the return to school and from 
summer vacations. 
An important question is what time of year is the 
best to advertise. General consensus among direct selling 
sh oe companies is that spring is probably better than fall. 
Table VI shows the actual closure cost of all publications. 
This backs up the opinion of the companies that spring brings 
the lowest closure cost. This is illustrated in chart IV 
where the low points each time come in the spring. A de-
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finite conclusion that this is so cannot be drawn from this 
data. All publications do not consistently follow this 
rule. Furthermore, many outside factors probably influenc-
ed t h is result, and not enough reasons have been covered to 
give enough weight to such a conclusion. At most it can be 
said that the indications are in t his direction. 
Another reason that spring is a better time to 
advertise is not shown on the chart. Salesmen tend to be-
come inactive over a winter season than they do through 
the summer. Hence, salesmen last longer if they are re-
cruited in the spring and higher sales per salesman result. 
With these factors in view it appears as though 
the largest expenditure should be devoted to sprimg adver-
tising than to fall. However, it would be wrong to put all 
money into spring advertising as the more lucrative publica-
tion would receive just the one spr i ng insertion when another 
insertion in the fall would have a higher yield than in-
sertions in many other publicat i ons in the spring. 
D. Salesman Productivi!y 
Having spent considerable effort examining the 
sources and cost of obtaining salesmen it would be worth-
while to determine if the money spent for these salesmen was 
profitablJ invested. Unfortunately the amount of data avail-
able for such a calculation is limited to table IX which was 
gleaned from the company files. Under the columns of the 
years 1948, 1949, and 1950 are given -:  ... {1) the number of 
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salesmen remaining acquired in t he year given to the left 
and (2) the number of sales made by these salesmen in the 
year heading the column. With this information and one 
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· assumption Chart V was constructed.* Because of the nature 
of the assumptions and the number of variable factors in-
volved, this chart of course cannot be considered very re-
liable. However, it does provide a figure to work with in 
determining whether or not salesmen acquired in 1950 will 
earn the $14.40 spent per man to recruit them. 
Adding the ordinates intercepted by the curve for 
1950 we find that the average salesman will sell during his 
* The construction of Chart V was as follows. The assumption 
was made that the drop in sales per average man for each year 
following his redruiting would follow a definite pattern al-
though the actual unit sales might be entirely different. 
The following information was available from table IX: The 
average sales per man obtained in 194.8 for each year with the 
company were: (1st year-14.4 sales), (2nd year-6.75 sales), 
and (3*d year-4.00 sales); for the man obtained in 1946 the 
sales for each year were (3rd year-10.6 sales), (4th year-
4.08 sales), and (5th year-2.54 sales). If the assumption 
made is allowed, then the sales of the year 1946 could be 
tacked on to the sales of the year 1948 by simply multiplying 
the sales of 1946 by the ratio 4/10.6. These points were plot-
ted, and a smooth curve was drawn and extrapolated. The 
pattern of sales per year is thus established. Using this 
pattern the sales of years succeeding the first in percent of 
the first year sales can be arrived at by proportion. These 
percentage figures can then be used to determine the sales 
of men recruited in any year knowing the sales of one par-
ticular year. The sales for men recruited in 1950 are pre-
dicted in the lowest curve using this pattern. Using the 
1949 sales of men recruited in 1947 the pattern predicts 
that sales by these men will be 17.6 pairs in 1948. This 
checks closely with 18~75 actually obtained. 
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stay with the company about 15.4 pairs. Using the 1950 gross 
margin deducting expences which would be escapable if no trans-
actions were made (escapables: postage, bonuses, and shipping 
supplies) we find that the contribution towards overhead 
would be $2.50 per pair. Hence, the salesman which sells 
15.4 pairs before he leaves the company will contribute 15.4 
x $2.50 - $14.40 = $24.10 towards overhead expenses. 
Needless to say these calculations are very rough. 
But they do serve to indicate that the actual cost of closures 
is not yet dangerously high, 
E~ Creating an~ Sustaining the Salesman's Interest 
Before concluding this chapter on obtaining and re-
taining the direct salesman some mention should be made of 
the various technigues employed in creating and sustaining 
salesman's interest. Creating further interest after once 
aroused -by the advertisement must be done through the sales 
kit (see appendix). The introductory letter, the sales 
manual, and the catalogue itself attempts to tell the sales-
man how far he can go in selling shoes direct. 
Special interest is created through use of the 
salesman's discount form. By enticing the salesman to buy 
shoes at a special discount for him his interest in the line 
is stimulated should he like his own sample shoes. A test 
was run to determine the effectiveness of salesmen discount 
forms. A fairly large group of inquires were divided in 
half. In one half a discount form was included in the sales 
kit. In the other half no discount form was included. In 
the group including the discount form 50% more closures* 
were obtained. 
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Stimulating interest through reward is done by 
bonuses for good volume. Other inducements include prizes 
which can be obtained for the salesman at wholesale prices. 
The bonus and prize system is explained in the sales kit in 
the appendix. 
Other interest is stimulated by offering sales aids 
for selling so much. These aids include the cushion inner-
sole demonstrator, a metal foot measuring device, a box of 
assorted aids, and a sample case with shoe samples. 
* A closure is not counted when the discount form is used. 
Ch a p ter V 
Certain Cost Aspects of Direct Selling 
A. . The Break - Even Diag ram 
95. 
That many direct selling shoe co::::.pan ie s sit on 
the brink of failure is a fact t hat is fairly clear . A 
g lance a t the certi f icate s of c ondition of t hese c ompanies 
shovm in Chapter VII is convincin g . What is really quite 
astoni shine; is that t hes e companies continue to exist. 
The reason f or this lies in t h e p eculiar nature of the 
enterprise which prov ides a p owerful attracti on to t h e 
owner. The attraction is t he ever present opportunity 
to make l a r ge profits, t he nati onal scope o f the organization 
from its very inception, and t h e p rospect of bec oming big 
business . The s t a t e ,: ent of i n c ome for the Conc or d.ian Sho e 
Co. s hows a p rofit of only #221. 85 for the year. But t h e 
mont h of Au5u s t alone, for e xampl e , the p rofit was $724. 37. 
The d i ffe r enc e i n sales volume between jus t breaking even 
and lucrative o:perat ion a ppears to be so little th3,t the 
ovrner can t inues on. 
The reason for the apparent small d i fferen ce in 
s a l es .volume between operating at a l arg e profit (or a 
larg e loss) and operating at the . break-even p oint i s in the 
large ove rhead , t he smal l vari able e x p enses , and no real 
limitations in capacity. The d.i r e ct selling c ompany is 
lik e the retail sotre with it s high ov e r head , but unlike 
it, it is n ot limi ted by the po pu l a t ion of its vicinity 
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a 1')_ d the size of' its quarters. The dire ct selling comrany 
sells to t he whole nation and can mail out a l mos t any 
number of s hoe s per day. 
Th e break-even diagram , s hownin Chart VI, illus-
trates the nature of the direct selling company . This 
diagr am vvas based up on the e xpens es of t h e Concordian 
Shoe Co. f or the year 1950. A breakdmm of the se expenses 
appearing in the break-even diagram into fixed and variable 
expenses c an be found in table X. Thls diagram w·ill f a irly 
accurately predict the profit for any g iven month. As can 
b e seen in the dia gr am , the variab le c osts at the break-even 
p oin t amoun t to only one -th ird t he overhead. Above t hat 
p oin t the profit becomes larg e rap idly . At a monthly sales 
volume of $12,000 the p rofit be comes $8QO. 
However, the p ro blem is h ow to boost sales u p to 
;~ 12, 000 a month and more . The break -even diagr am was 
calculated on the assumption that nothing extra vias spent 
to boost s a les. The catalogue e xpense and the cost of ob-
taining sale smen wer·e held c ons t ant. Sal es c an be i ncreas -
ed undoubtably by new i deas , styling , and imp r ovemen t i n 
efficiency. But t here is a limit to which these met h ods 
can boost s ales . . This is particularly true vfi t h the strong 
comp etition t hs.t e x ist s . It is evident that if sales a r e 
to get a substan tial boost, then money mu s t be spent. 
The money might be spent in obta i n i ng mor e s a l esmen , enlar~­
i n g t he line of shoes , and other ways. The i mportant 
question is whether or not the additiona l money s pent in 
boo 9ting sales vfill be less than the increase in pr of its. 
' --
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If the ca lculations arrived at in Jhapter ·IV are 
are c orrect (that it cost5 about .;~14 .40 to obtain on e s a les-
man and tha t he will sell about 15.4 pairs of sb.oes) t hen 
t he investme~t of additional money will bring a greater 
profit . The additi ona l expens e required for adverti sin g 
for s a l e smen is shown as a red line on the break- even diagram. 
Another vfa.y to i n crea se s a le s is t o pr ovide more 
sty l e s and sizes to select from. The Concord i an ;:;hoe ·J o. 
is able to buy out of stock from Hill Bros . Jo . and h ence 
ha s no additional co s t ·for putting i n a style other than the 
additi onal cata lo3ue cost. The additional caialogu e cos t 
amounts to about $80.00 for the printing plate and .i~ 3 9 . 7'7 
in additional printing cost for an e dition of t hr ee thous- -
and cop ies. If the gross marg in less the costs whi ~h 
directly res L,;, l.t from ea;}h transaction is .~ 2. 50 arJd if the 
cost of the plate i s charged off to the first seas on, then 
forty-eight pairs must be sold the f irst season . Each s eas on 
thereafter on ly 16 pairs n eed be sold to meet the a ddit ional 
catalos u e co st . 
Actually , however , s ale s mus t be even mor e than 
indicated . l'2any cust omers wh o buy the new style mie;ht have 
ordered s ome othe r shoe if it vvere n ot available . This sub-
stitution effect may be more pr on ounced i n some style s 
than ot hers. Style # 2160 (nylon mesh vamp-) , f or example, 
9S. 
:d oesnot substitute much for other s hoes b e c a u s e i t me ets 
,. 
~' . . -
·particular n E:l eds i n styling and comfort which is not pro-
f 
vided in any other sho e excep t # 2150 to some ext ent •. But 
style 3370 , a scotch gra i n straigh t tip , bluch er p attern, 
i s v e ry similar to style 2052 a nd s o the re is bound t o be 
some substitu tion. J'u s t h ov-1 much a ddin c:; one s t y le i n crea ses 
, " Ho, ,,, 
s a les is hard to m0asure . Style s whi ~h have little si ~ilarity 
to others in t h e lineand which are dif f eren t i n styling a nd 
function p robably crea te a ddition al s ales . 'iVhere differences 
are les s pronounced the s ubstitution e ffect is great e r. 
Althou~~'l an added style may often mere l y substitute for 
anot her t ha t wou ld have been sold to a cust omer , t h e a ddit-
ion o f the.t style ma k e s the line more c ompl e te e.n d h e n ce 
more a t tractive to a prosp ective s a l e s man . I n t h is ma nner 
the addition of a style creates more sal es for t h e Y.Thole 
line . 
The effect o f s pend i ·lb money in t h i s di rection 
of increas ins the line is too nebulous to p redict t h e 
increase o f s a les a nd p r ofit on a break - even diagr am . 
It has b een Ge nt ioned here a s on e b f t wo mo r e obvious way s 
of a t. temptin :3 t o i n crea se s a l e s by spendi n f) rno1·e mm; ey . 
Othe r way s include i n creas ing c oramissions and bon uses, 
mak ing a more e xpens i ve l y finished catalogue, and p romotin g 
various s a le s sch e mes. 
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Table X 
Brea1cdovm of Monthly Expen ses into Fixed a n d Variab le 
Based Upon Expenses of 1950-
Fixed Expenses 
Rent 
Fuel and Light 
Insurance 
Telephone 
Travel 
Taxes 
Georg e A. Hill 
Iviainten a n ce 
Auditing 
*Labor, Socia l Sec ., & Unemployment 
Advertizing 
Catalogue 
Lists 
"'"Postage 
Sampl es 
Offic e Supplies 
"~Promotional Exp en se 
Office Inve ntory Chanc e 
*Interest - ' inven t ory of ~23, 000 
Total 
Cost per I~onth 
$ 65 .00 
26.90 
69.36 
27.21 
27.19 
14.58 
200.00 
19~68 
15.27 
198 .00 
216 •. 42 
49-8 ': 27 
4.60 
100.00 
95.40 
10 .50 
86.20 
13.42 
115.00 
1, 803.00 
100. 
Variable E xpenses Decimal Fraction of Sales 
i'Labor, S oc. Sec . Taxes, 
"··Postage 
Shippin g Supplies 
*Promotional Expen se 
Bonus 
*Int e rest 
Unemp loyme nt tax 
Break-Even Formula 
.0095P 
.07630 
.00300 
. 00426 
.00517 
- .00487 
.09336 
Profit = Sales ( Gros s Iv~ar ;in --.09336) - 1, 803.00 
Assuming gross marc in to be 33% and lettin g profits be 
zero and substituting we r~ et the breakeven sales v o lume 
to be $7,640.00 
*Expenses which are partially fixed an d partially variable . 
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B . Buyin·g fro m t h e Me.nufacture rs st o ck. 
S i n ce i t i s c h e a p er to have s ho e s ma de u p in a 
s hoe factory* than it i s to buy out of the manufa cturer's 
102. 
stock t h e que s tion arose as to wh ich p lan was best. Buy :in.g 
s h oes out of the manufacturerd stock meant t h at the s h oe s 
did n ot need to be bought until t h e order \·ras received fro m 
the ul t '~ mate consumer. Orders to be ma.de up especially for 
t h e J oncordian Shoe Co. required buying ahe~d 12 pa i r s o f 
shoe s to one \vidth and maintain ing an inventory. For this 
thesis the fo llowing results \vere found which definitely 
establishes that buying out of the manufacturers invent ory 
was the most satisfactory'* · 
-t. ·rhis is g anerally , althou gh not alway s, t he case. 
**The v a ri cus items were c a lculated as follows . The i nsu r-
a n ce and tax c ost were obta i ned by determi n i n g the cost f er 
d ollar of assets (total tax or i n sur.;.n ce e xpen se divided by 
the tot a l assets) and multiplying by the inven tory va lue 
and a 7 a i n by t h e fr a ction of t he year a shoe remains in in- -
ven tory. Interest was obtained by multip lyin5 t he net p rice 
t imes the inter est r a te t i mes the fr a ction of the year a 
pair o f s h oes re:::ain s in inven tory less 60 days da t i n g re-
ceiv.sd, and also allovri n g for the time required for t h e sh oe 
to g o out and t h e money to come back . On shoes t~ en from 
fact ory s ~ ock sixty d a y s datin g is g iven but the mo ne y is 
received from the customer in tvm weeks ; hence , C onc ordian 
has the use of t h e money for f orty-five days. The rent 
charg e was c onsidered to be the savin ; t hat would be made 
by eliminating a style from the Concordian inventory. This 
is hard to estimate as nothing could be saved by elim~n-
ating on e style . Eliminating a larg e number of t h e m means 
that the quarter s could be reduced and rent could be saved. 
A previous savint; of $0.28 per pair was made by reducin::; t h e 
inventory abou t one-th ird. v ith furthe r reducti ons t h e mo s t 
that could be saved would be t h e 'iP0 . 049 shmvn above. Close-
out losses on stable sty _e s are almost nil. , t y l e s that have 
been closed out we r e at a co s t of ~~0 . 05 p e r pair as sho;.m above. 
List Price 
Discounts 
Net Price 
Int erest 
Taxes 
Insuran_ce 
H.ent 
Close-Out Losses 
Total. Jos t per Pair Sold 
•. ~ .. 
Made to Order 
$v .8o 
. 0.47 
7.33 
0.103 
0.018 
0.086 
0.049 
0 ~50 
7 39 
103. 
Same Shoe 
in liLfr ' s 
Stock 
$8 .05 
0.56 
7:49 
-0.05 
none 
none 
none 
none 
7:44 
In add ition to all these pecm1iary advantages of 
buyin5 out of a manufacturer 's stock the re is the addit ional 
advanta; e of having almost all the risk tak en out of p utting 
in a style . In other words the direct selling co~pany 
does not t ake the chance that their close-out losses 
ins tead of being about five cents is twenty- five cent s , 
fifty cents, or even a dollar a pair sold. The zero cost 
of .close-outs allows the direct selling company , vrhich 
has few styles outside of t h ose universally popular, to 
be bold and a step aheaci in its styling . 
It should not be for gotten, however , t hat t here 
are some disadvantage s to buying out of a manufacture rs 
stock. The fac t ory may not maintain an a d e qua.te st ock . 
This is particularly true in summer s t yles . The f a ctory 
s ince it s e lls to retaile rs which do almos t all their summer 
buying be.fo c e the mi dcile of June lets its stock run down 
in late June and in July. Consumer buying and hence mail 
order buying continue t h rough July. Th is sometimes leaves 
t he d irect selling company in t h e position of not having 
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sh oe s to fill all orders. A disadvantage lies in the f a ct 
t h e mail order company is limited in sizes and styles by 
those carried in stock by those factorie s from which it buys •. 
An additional disadvantage is the risk in t he investment 
i n p lates for t he catalogue as the factory might disc on t i nue 
carryin g a style at t he end of a seas on. A disadva·::1t a ;3e 
is the added delay i n getting t he shoes tc the ultimate 
corJ sumer necessi t a.ted by hav ine; to se nd i n an order t o the 
factory and havin~ to wait for the shoes befo~e mailing 
t hem to the ultimate c onsumer. For t he Concordian Shoe Co. 
t he delay is only one day. For othe r companies it is genera l-
ly more. 
c •. Inven tory Turnover 
Inventory turnover for t he Concordian Shoe Company 
has b een about 2.78 times each year. This has meant t hat 
each pair of shoes~ has r emained in stock 0 . 361 years. 
'I'his f i gure, however, is not conservative as it inc l ude s 
s h oes vi~l ich are bought directly from t he manufacturers 
stock. In 1950, however, mos t of the shoes s old were out 
of the Concordi an stock. Hence, the f i gure of 0 . 361 years 
is reasonable. This turn over does not appear to be v e r y 
rap id. Minimum stocks which must be ca rried and l ow sales 
volume per style tend t o keep t he turnover low. 
Iv.i.inimum stocks that mu s t be carried on a style 
such as # 3366 (straight tip , orthopedic, calfskin, bal 
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pattern) are about 170 pairs . This \vill provide sizes 
from 5 to 12 and widths from B to EEE . This style is a 
staple and hence can be found in such variety of sizes and 
Widths. Those styles of more restricted appeal , such as 
# 3310 (brovm and wh ite wing-tip) : carry a smaller variety, 
but even here 150 pairs must be carried . Such larg e minimum 
stock s whi ch are carr-ied vii th each s tyle ~ake the turnover 
low. 
D. Gross I11Iar ;;~ in 
The most profitable gross marg in a ppears to be around 
35,; . The gross marg in fi gure ; i ven here is not based up on 
the ultimate co s t to the consumer . It is based u p on the 
net amount received by the Concordian Shoe Co. In addition 
the con sumer pays the sa l esman's commission and a uniform 
mailing cost of $0.35. 
Originally the Concordian Shoe Co . had e, gro s s 
ma r g i n of 30~ . In Augu s t of 1950 when costs began to move 
up a n d t her-e were threats of O. P . S . ceiling s, Concordian 
raised its gross :Tiarg in to 35;·b. This reduced unit sales 
to less t han any preceding fall a YJ.d to about five-sixths 
of s pring sale s. h mvever, t h e increased prices k e p t t h e 
dollar sales up to a lmo s t vthat they were a ,1d the extra 
five percent in the gros s mars in put the company on a profit 
paying basis. The effect was simply t h a t t h e extra five 
percent meant that prices were increased by one-twentieth , 
but the contribution was increased by one-sixth . By increas-
ing the price five percent unit s a les would have to drop 
eighteen p e rcent before no gain cou ld be made . 
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E . Returns and Allovran ces 
One p roblem vrhich is peculiar to the dir·ect 
sellin5 company i s the high rate of returns. Of all shoes 
mai l ed out last year by the Joncordian Shoe Co ., 8 . 65% 
were unclaimed at the p o s t offi ce. Bi ght p ercent we~e 
e x c h anged for a differen t size • . A 1.49% just wanted t he ir 
money back . In other vrords 18 .14j& of all s :. oe s n:2"i l e d ou t 
last year came back . ~very t ime thi s happened there was the 
direct additional e xpens e of p osta;e , ins urancs , and handl-
ing both way;s . 
Returns are for all direct selling companie s 
a r e h i 6h · For Concordian it may be a little h"sner because 
of p oor qua lity s ale smen . A poor sal c:: sman i>rill not make 
h is s ale s stick and vrill se l l a larg e numb er of shoes 
t hat will be unclaime d . If he cannot fit s b oes prop erly 
further unclaims will result. ~ hen a cus t omer fail s t o cla i m 
s h oes he los es the deposit pa id to the s a lesman. 
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Chapter VI 
The Concordian Line 
A. The Cushion in the Concordian Line 
Inasmuch as the Concordian Shoe Company is the 
background ror the discussion or direct selling, a disnuss4Dn 
o.f its line or shoes would be helpful. Originally Concord-
ian started out with four simple styles. It was right after 
the Second World War and good salesmen could be easily got-
ten to sell all the shoes that were given to them. As 
competition mounted Concordian decided to give the salesmen 
a talking point and changed almost entirely to the Air-
0-Cork cushion innersole and other orthopedic reatures. 
This evidently was necessary . Direct salesmen who had been 
selling shoes ror a long time had convinced their customers 
or the need ror cushioned support. To keep these salesmen 
it was necessary to carry the cushion~line. 
Gradually since t~en non-cushioned shoes have 
been added to ,the line. It has appeared that although cush-
ions have to be in the line there is a distinct preference 
mn the part of some ror non-cushions. The non-cushioned 
have been selling almost as well as the cushioned. Today 
Concordian in its erfort to be difrerent than others is push-
ing its non-cushioned line f:orcerully and is carrying the 
cushions for those salesmen who feel they need them. 
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B . The Grade of Shoe 
Orig inally the Concordian Shoe Co . c a rrie d only 
one s r ade of shoe which was high medium in pric e . La ter 
it developed tha t t ~:ere was a strong need for vwr k shoes 
a nd these \vere added to it s line. These vwrk s h oes · re re of 
hi e:;h quality as they 1.vere ma d e in the · same factory where 
the dress oxfor ds 1'rere made . Later Concordian in an ef f ort 
to k eep t he price down bought low priced work shoes from 
a wo r·k s hoe manufacturer. \'fork shoes un doubtably are the 
largest selling o f a n y shoe s. After the start of the 
Korean war vvhen sh oe prices v1ere f orc e d u p and unit s a les 
dropped off cons iderably as a result, Con corciLm shopped 
a round for so1e low p riced dress oxfords. A number of t hes e 
s h oes vre r e obtained from Gr·eat Northern, a subsidiary of 
t h e International .Sh oe Co ., a n d ',vere put i n to t h e line . 
These s h oes , although cheap er , h ave not sold as strons l y 
as e xpected . There are a number of reasons for t h is . One 
is that the s a l esman receives a smaller commis s ion on these sh oes 
and d oes not , the refore , push them very h a rd. Ot her r eas ons 
include less forceful fea t u ring of t h e ch eaper line (the 
whol e line o f six .s n oes can be found on t wo pages ) an d the 
feeling among customers tha t they are getting corresp onding-
ly less for t h eir money . 
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C • . Sty ling 
As mentioned in the previous chapter shoes carri-
ed in the line have been limited to styles of universal ap--
peal. This is true of all direct selling companies to an 
even greater extent. Direct selling companies must sell 
all over the country and hence must ha ~re styles vrhich appeal 
ev e-rywhere. 'rhus spade sty+ing , 1:Thich is very popule.r in 
the Pittsburg area, ca:an ot be carried 'because most of the 
people in this country do not care f or it at all •. 'rhe 
same is true of alligator suedes and Dutch toes , vrhich are 
preferred in l'i ev;r York 8ity and Brooklyn . Concordian be- -
c ~ use it buys from manufacturer's s tocks is able to put in 
more extreme styling than some of its competitors . Ooncordia.n 
has successfully pushed cont inental styling and scotch 
grains . 
Concordie.n ' s ori ('; inal pol icy in putting in styles 
was to mimic the big c ompanies . ~ven today the cushioned 
line of shoes is e. reflection of what is carried by the 
other comue.n ies. The non-cushioned line of high s r ade 
dress shoe s today come s entirely from the stock department 
of n ill Bros. Jo . Concoro. ie.n has put in v-rhs.tever styles 
it c ould use out of the factort~s stock . As the Hill 3ros. 
Co. stock is limited so is tr.1.e Concordian non-cushion line 
limited • . 
l QO . 
D. Th e ~lat i~e P op u l a r i t y of S t y l e s 
The order o f popular i t y o f t h e v ar i ous s t y l es is 
shown in tab le XI . At f irst 2 lance at t h e. t able i t wou ld 
a ppear t b.a t the cushi on shoe i•ras much more p opular t h an t : e 
non - cus h i on s h oe ( i ndica t ed by a n asterisk ). Alth ough the 
t o p s h oes s o l d a re cushioned, they a r e a l s o t h e s t aple s 
v-1h i ch ~tr ould undoub tabl y s e ll t h e best e.n y wa y . The top sho e s 
sold are t h e cushi on vw r k s '-o e s , which e.r e so l d regu l arl y 
t o g a s sta~ ions , t he d i rec t salesma~ ' s b rea d a n d butt e r . 
The top c u s h i on ox fo r d s t y l e s c on s is t of s t a p le s h o e s for 
wh i ch t her e i s CO(! t i n u ed a od s tron e; d eme.nd . Typic e.l o f 
t~ese s tap l e shos s are p l a i n toe bluch e rs "* and strais h t 
t i p bal sr* . The non - cush i on shoe s on t h e other £ nd c on s is t 
o f spec i alty s n o e s . Ty p ica l of t h e n on - cushi on l ine a re 
t h e c an t :ment a l sh anks and nylon mesh . I t wou ld be a poor 
c orrrpe~r i s on t hen to s ay t h a t cu s h i on shoes a re more s a l a ·:. l e 
i n a d i rect ma nn e r than non- cu shion s vlhen s t a p l es J;: red omi n a te 
i n t h e cus hions , andthe non- cu sh i o n s a r e mostly s p e cia lt ies . 
Comr: a r i n g Sf' ecia l ti e s alon e , we f i nd t he t. a \v i n e; tip t a n a nd 
vihi te , sellin 2 f or ~ 12 . 95 , is j u s t a l i t t l e ':Jett e r t b.a n a 
n on - cus h i on nylon mesh , se lli~g a t ~ 13 . 9 5 . 
o~ · <t:· A blucher shoe ha s a n op en t hroa t as s t yle 3355 s hovm on 
pag e 13 of t he c a talo .su e . A b a l s h o e has a c los e d t h r oat 
as i n style 3342, show~ on p a g e 15 of t he c ata logue . 
lQl. 
Closely follovring the nylon mesh are t h ree non-
. ' I 
cushion specialties: a loafer, a genuine vihite buck skin, 
and a wing tipped continent al shan k. The relatively fav orable 
p osition occupp ied by thes e s p ecialties in c cmpar is on with 
a larg e number of steady sellers i s significant in t hat it 
i ndica tes to a l a r g e extent the p osition occupied by t he 
Concordian Shoe ,'Jo . in the direct selling field. Concordian 
has found tha t by merely i mitating t he large compan ies and 
carrying sty l es tha t they carry its line held little attra~~-
ion for the d irect s a l e sman . It has been bec aus e Concordian 
h a s s ousht to have new and d ifferent s pecialty sty l es t hat 
t he catalos u e has found its 1·my i n to the s a lesma n 1 s selling 
case. I n lin e with the idea of p romoting specialty style s, 
the Con c or d ian Shoe Co. has prepared a smal l folder featur-
ing several non-rrushion style~ including bhe followin g : 
2050, 2051, 2053 , 2055, 2052, 2054-, 14-3, 2-4-3, 2080 , and 
2063. The idea is that many Knapp a n d Jharles Chest e r 
s a lesmen do rJOt ce..rry the c atalos ues of other compan ies 
because of the e xtra bulk. Th is small folder t akes little 
room i n a sample cas e and mi ght be carr ied v.rhere t he l a r ger 
catalogue would not have been. Furt hermor·e, many peop l e 
do n ot care for cushion s h oe s. 'l'h e folder p rovides* an 
opportun ity for such salesmen to shO\'l some non -cushion 
s p ecia lty shoes wh ich are not available in his re gu l a r 
Knapp or Charles Chester cush.ion line when the need arises. 
*There is the additional advantag e that t he p art time sa.leman 
who sells s h oes to acquain tenances he meets by chance >"i" Ould 
hav e someth.ing handy in his pocket to sh ovv when h e sees them. 
Style No. 
3393 
3390 
3342 
3355 
3394 
3310 
3391 
2160# 
3344 
2000# 
3354 
2110# 
3356 
2055# 
3343 
3365 
3370 
3366 
2150# 
2052# 
3351 
Table XI 
Relative Popularity of Styles 
Pairs Sold Catalogue Price 
in Period Page 
Jan 1st-June 15th 
188 22 $9.95 
138 20 9·95 
114 15 12.95 
114 13 12·.95 
112 23 10.95 
99 11 12.95 
98 21 10.95 
89 27 13.95 
89 16 12.95 
77 28 10.00 
76 5 13.95 
79 29 13~95 
72 12 12.95 
66 39 14.95 
66 14 12.95 
65 7 13.95 
55 17 13.95 
54 6 13.95 
53 26 12.95 
51 36 14.95 
49 18 14.95 
Description 
"YTine work shoe- -neoprene sole 
TE}n work shoe--vulcork sole 
Straight tip, tan bal pattern 
Plain toa blticker pattern--tan 
Wine high work shoe--neoprene sole 
vTing tip tan and white 
Tan high work shoe--:~;wuicollk sole 
Wing tip nylon vamp oxford 
Straight tip English grain bal pattern 
Loafer with rolled hand sewn saddle 
Flat-seam moccasin with wall toe last 
Genuine white buckskin red- rubber soles 
Plain toe blucher pattern--black 
Wing tip tan continental styled shoe 
Straight tip black bal pattern 
Straight unpeforated tip--bal pattern--tan 
Scotch grain blucher pattern with bellows 
tangue 
Straight unpeforated tip--bal pattern-blade 
Woven oxford--tan 
Imported Scotch grain blucher with straig~ 
tip 
Straight pinked tip--bal pattern--tan 
t-J 
t-J 
f\) 
. 
Style No. 
2054# 
3367 
2050# 
3369 
736# 
749# 
790# 
709# 
708# 
706# 
2053# 
2051# 
3396 
3397 
2243# 
2063 
2143# 
2080# 
108# 
206# 
207# 
Table XI 
Relative Popularity of Styles 
(Continued) 
Pairs Sold 
in Period 
Jan.lst-June 15th 
48 
45 
43 
41 
39 ea. 
38 
34 
34 
25 
21 
20 
18 
16 
10 
Catalogue 
Page 
38 
9 
35 
8 
30 * 
31 
37 
34 
25 
24 
32 
33 
32 
33 
Price 
$14.95 
13.95 
16.95 
13.95 
10.95 
14.95 
16.:; 95 
9.95 
10.95 
13.95 
13.95 
13.95 
13.95 
Description 
Continental styled flat--seam moccasin 
Straight perorated tip--blucher 
pattern--tan 
Wing tip cordovan shoe 
Australian kangaroo straight tip bluckr 
Low priced shoes--figure for shoes 
sold is an average 
Flat seam moccasin with imported 
Scotch grain 
Plain toe Cordovan blucher 
Black work shoe--neoprene soles 
Black high work shoe---oil resisting 
Straight tip tan bal--full leather 
lined 
Straight tip-bal pattern-Scotch grain 
and full leather lined 
Straight tip-black bal-full leather 
lined 
Straight tip bal with medallion and 
fancy pinking 
Spade shoes not shown in catalogue 
# Non-Cushion Shoes 
........ 
........ 
\..N 
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Chapter VII 
The Ma t t er of S ize 
A • . General 
----
Direct selling s hoe companies e x ist t oday in all 
sizes . l~any o f these are both small and young. The competitive 
ab il i ty of t hese v a rious companies differ vlide l y . The question 
c an a smal l, y oung company c -_n tinue its e x istance and grow 
is a f undement a l on e that p resents itself ~ersi stently to the 
manag ements of such compan ies as Co:nc ordian , Paragon, George 
Merritt, and others. For on the answer to this ques t ion 
depends the desire to con tinue on of these mana b e ments . 
Should they ever feel sure that their p r ofit would alwa ys 
be meager or nil they \Wuld divert their c ap ital a n d e fforts 
to more profitable endeavors. 
Where t he s e c ompanies are headed, t hen , is a n 
all i mportant question to t heir managements . There are a 
number of disadvantages of small size t hat must be recogni zed 
by the compani e s. In thls cha.:r:; t e r t hese compet it ive disad- -·· 
v ant ages Vfill be d iscussed. The e x tent of these disa dvant-
a g e s will be measured in e. limited manner t h r ou gh comparison 
of p osition statements made available from the IVfassachusetts 
corp orat ion files . _ 
B •. The Compet i tive Disadvant ap,es of Small S ize 
Small size means low sal e s . Lm<V sa l es volume 
means t hat overhead costs p er pair of shoe s sold is h i gh. 
The e xpenses of manag e ment , rent, fuel, light, insurance, 
maintenance, etc. mus t be conc entra ted on fewer sales. Jonse qu-
ent l y t he mare:; in must be hi ; her . This o f c ourse means t h a t 
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the s h oes a re not comp etitive in price with t h ose o f larger 
companies •. 
Anoth er disadvantag e accrues a ga in fr om lov.r volume . 
Such c os ts as t he c a talogue, advertis i n g , a n d maintaining 
inven t or ies must be k e p t commen surate wit h s a l e s . These 
all affect t he number of s a l e s men e,nd. whe amount of s a l e s 
t h e y ma k e. A sma l l a mount o f advertisin 5 mean s t hat less 
sale s men are recruit e d e ac h year. Th is in turn t en ds t o 
k e ep·. the company s mall . A s ma l l catalo£<,u e i s l es s im:pres s i ve 
to t h e s a lesma n . A large catalogu e in fou r c olors vwuld boost 
sale s. The s a l e s ma n lik e s t o have a wide lin e , a .1d ·c, h e cust-
ome r p refers a wi d e a s sortmen t to ch oose f rom e v en t h ou8h 
h e \vi l l decid e d up on a staple s h oe . 'r h e se fact ors vrh e n 
s u mmed u p ma k e the acqui s ition of a larg e full t t me sal es-
f orce very d ifficult. Mo ;:, t s mall comp a n i e s mus t be satis--
fi e d if t he ir catalogu e is carrie d by a s a l e s man wh o princip-
ally sells one o f t he larg e lines. 
Small size we ans t h a t t he line is not well know·n . 
Potential cu s tomers often 'tl i ll not buy b e cause t h ey have 
never hee,r Ci o f .:. h e company . 1-ia n y wil l buy from Knap p :3r os. 
~ o •. b e cause they have long b e en f a miliar with t he ir sho~ s . 
A weak sales f orc e , which stems f rom s mall size, often means 
the lo ss o f valuable repeat sale s . High sales force turnover 
a nd t h e low number of s a l e s per man mean tha t satisfie d 
customers are not calle d u p on a noth e r time by t h e sale s man 
befo r'e h e stop s selling; for the comp any 
At f i rst though t it mi3h t appear that the obvi ous 
solution to the problem -vwul d be t o inve s t l a r g e amount s 
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of money in advertising , catalogues, and the line of sho es , 
t b.ereby buildinG u p the sal e sforce and sales . Disc ounting 
the f a ct t hat for most of t h ese companie s t he rai s i n · o f t he 
money to d o t h is would be an a lmost p rohibitory difficulty 
i n itself, t h is solution is not as easy as it s eems . There 
is a limit t o t h e number of salesmen which can be obt a ined. 
He n ce, additional increments of money inve s ted will bring 
dimini shi n g returns , particularly when t he investment i s made 
all at one time . A sale sma n already selling f or a l a r g e 
company probably cou ld not be i nduced to S\'l"itch to ano ther 
line . He already woul d hav e establish ed t he n a me of thb large 
company i n t h e mind of hi s customers . An e xpens ive catalo8ue 
a nd a l a r 5 e l ine would hold n ew salesmen who have never 
sold be l'ore • . But t h ese men mus t be acquired s l ovtly as t here 
are a limited suppl y of new ones ava ilable each year. 
Therefore , wh ile a substantial sal e sf6rc e wa s bein g built 
u p t h e burden of the e xpensiv e catalogu e and lar3 e line 
mi gh t be too great to bear. It is very po s s ible t hat t h e 
i nvestment o f money i n to advertising , cat a l ogu e s, a,nd a lin e 
o f s hoes may be \'li se . But i t is i mportant to reme mb e r t hat 
s u c h a p l an is fraught wi t h d ifficulties . 'r h is solution 
will be d iscussed furthe r in t h e next chapter. 
117. 
0 •. Conroar l s cn of Financial Statements 
As it vras saici before t h ese diffi culties which 
accrue from small size operate to mak8 small compa:n i e s l ess 
profitable. now severe these dificulties are c an b e found 
to a de gree throu 6h an2.lysis of t i:le financial st a te j:_ents 
of c omr;n i es of differen t size a n ci sea s oning . 
It must be recognized from t he start t hat t r1e re 
are inheren t limitat ion s to t he§e compari sons . In the f irst 
p l a ce t he only source of information ava ila ble a re 
t he position statements on file a t he Massach u setts st ~te­
house. Furth ermore t hey a re not filed promptly, and f i ling s 
are very haphazard . Dates of t he statement s of diffe r ent 
companies do not coi nc ide, and even the years betvreen t h e 
statements of a c ompany d o not overlap with t h ose year s 
be tween statements of oth e r compan ies. Jomparison of c omp-
anies t h rough st .s,te ien ts of d i fferen t years is hazard ous 
and should be approached vrith c aution. Sec ondly p ositi on 
statemen ts are static . They vie11'l a comp any only for a moment: 
and do not tell wh e ther the company is goin g up or dmm . 
Comparis on of posit ion st a tements for several years •· ill, 
however, revea.l trends , a nd a p osi t ion staten:ent \•r i 11 in~ 
dicate hovr firmly establi shed a company is. 
Befor e proceedi:qg into discussion of t h e compani es 
an expl.:mation of the supporting dat a would b e advisable. 
Figures 20 t i:1 rou;h 30 are the financial sta ter.r1ent s of t hose 
direct selling sh oe companies in ia s sachusetts which are 
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incorpora ted . Figure 31 is the position statement of t h e 
Oon c ordian Shoe Jo . wh ich is a proprietorship . In table XII 
we have financial ratios of these v arious companies . These 
are li s ted accordi nc; to size* . . Th e column heaO.in . __ :s and t Leir 
signific ance are the followin g . (1 ) Accounts rec e ivable 
of customers is t he measu r e , in dollars , of t h e relative 
size of uhe companies . ( 2 ) The c urrent ratio i s a measure 
of t heir li quid p osition a nd their a b ility to meed t r"e 
c l a ims of creditors . A low curren t r a tio me ans t h - t a 
company is hard put to mee t i n g l iabi l ities and i s on a han d 
to ruouth basis . The current ratio i s t h e current assets 
over current l iabilities . Curren t assets i nc lude c ash , 
rec e iva bles , inve ntories , and prepayments . Current liabilities 
* The determi n ation o f size throu~h a balance sheet i s 
difficult . As was said in a n e a rli e r chapter s ize i s s eneral -
l y measur ed by s a les or t he numb 2r of s e. lesmen. In short 
it i s the sce.l e of operat ions which O'Oe l ooks at vrhen meas -
uriEg the s ize of a. d irect selling com-pany . r~ et wort h 
is a poor• measure bec a u s e much of t b e capitalization could 
be cred ito r- e c~ui ty . Tota l r e sources 1·1ould !) e a p oor measure 
bec a u se t he assets of one com;:a-!1y mi r·h t be relatively i nact - --
ive compared. t o those o f ano t her company . Accoun ts receivab l e 
assets are r robably the most un i f ormly active amon g all compa n -
ies a n d. hence a r e the best mea sure . A certatr.. amount of 
t ime is re quire<i a f t e r an order· is me.il e d out for t'-. e 
money order t o c ome ba ck to the company . If the time r e -
quired on t he a v erage f or the money to come back f or each 
pair of sh oes s ent out isth e s am e f or all compa n i e s , t h en 
t h e accounts receivable is p rop orti on al t o s a l e s . F or 
evidenc s of this compare fi3u1~ e 31 Vl i th Chart I . This 
method , like any other , is s u b jec t t o i mper fecti on s , but it 
is the bes t available . 
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i n clude all p aya bles falling due within a y e a r. (3 ) Ne t 
w·or t h is t he owners equity in dollars. ~ilhere shovm in red 
it r e p r e sents t h e def icit or the loss in v a lue of t h e credit-
or cla i ms . ( 4) The percent chan g e in net worth is the 
net worth of t he p recedin g year l e s s t he n e t wort h of t h e 
curren t y ear divided by t he net worth of the preceding y e a r . 
Red ink i n dica tes a dec rease.. ( 5) The . equity ratio , in 
p ercen t, is t h e tots.l assets less c en tra accounts ( a s r e -
serve for dep reciation) divided i nto t h e net worth . Red 
ink may be interpreted as t he percen t le s s t he tot a l r es ou rces 
are t han t h e creditors cla i ms . ( 6 ) The ~erc ent change 
of t h e e qu i t y ratio is the equi ty ratio of t he p r ec1edin :.; 
y ear les s t h e current e quity r a tio divided by t he e quity 
ratio of t h e preced i n g year . Red i n k i n dicates a decrease . 
(7 ) The chan ge in n et worth is t h e current n et v10rth le s s 
t h e n e t wo ~th of t he precedin g y ear in dollars. Red ink 
mean s a decrease. 
Th e largest and oldest of the compani e s and undoubt -
ably the one with the best me.nage ment i s Knapp Bros . Their 
finan cial st a t8ments show t hat they are firmly entren ch ed. 
The current ratio of 2. 52 an d the larg e amoun ts of ~.s. sh on 
h and indica te t hc>. t fin a n c i a l embarrassment is very remote. 
It is clear tha t t h e compa ny h a s a n d s hall be suc ces s ful . 
The l a r g e decrease of the net worth in t h e secon d y e a r was 
the r emoval o f ~ art of the nearly one mi llion dollar s of 
cash the comp any had i n t h e bank'i~. 
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Accord.ing to the standa rd of :neasurement t he 
John l1~ e il Sh oe Go. is s econd in size . Actually t he g en e r a l 
consensus of op inion i s t hat t h e Charles Chester Shoe Co. 
is the second largest; certainly if net worth were the 
me asure, it vrould be . 'rhe John :Neil Shoe Co . is one of t h e 
youn5est a n d this, desp ite its size, evidences itself in the 
st c:. tement. No c ompany has a worse one . "l'he current ratio 
is les s than one . There is a larg e 27 . 5;;t de fie it in 
p lace of any .n e t "\forth. Furthermore , the r·e i ~ a clow-.c.vvard 
trend . If thi s c ompany wer·e a t u r.e example of all larg e 
direct selling shoe compa nies , then we would con clude t h at 
larg e compan ies are unsu .. ~ cessful . However , it is quite 
p o ss i b l e t hat this company suffers from too rap i d e;rowth 
and p oor i nvestmen t of its capital'i:~ 
Cha rles Chester is a somewhat older a n d more sue--
c essful comp any . It was started during ':'iorld i"iar II and 
climbe d to the top b e cause t here wa s a s h ortage of shoe s . 
It was a l so successful beca use it was t he first comp any 
to offer more t han a dollar coffiQ ission to t h e s a lesmen . 
Today it c ontinues to be suc cessful . Its net vrorth h as 
shovm a 165; increase in a year. Its strength t h r cush si ze 
is very defi n itely evidencing itself . 
*The pro b l em of the Knapp brothers in removinG t he money 
from the company was general ly known . F inally in order 
to ; et the money out without pay ing a terrible inc ome tax 
the brothers sold the company to Nevl York University real-
ising only a c a p ita l gains tax . They con tinue to be t h e 
e x ecutive s . 
iH:-Their cap ital is largely an R. F . IJ . l oe.n . 
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The Paragon Shoe J o. and the Geo. Merritt Sh oe Go . 
are t vw typical sme..ll compan ies. In both of these companies 
we find decreases in net worth. Fortunately for t h ese 
compan ies their e quity r a tio is not out of p rop orti on . 
It is clearly a pparent t hat these small companies are e x -
yeriencing d ifficulties . 
The st a tement of t he voncordia n Shoe Co. is 
probably the weakes t of t he small companies from stand-
point of inves t men t. T~i s is l a r 6ely due to tradin ; on 
e quity . C onccrdia n started with a s hoe strin e~ <md has 
c ontinued with it. As a result f luctuat i ons in t he 
p e rcenta g e o f net worth c an be drastic. Concordian h as n ot, 
however, don e too badly . In t he last year (1950 ) i t has 
s h ovm a profit. J ontinued profit s c.:ad the reta,in i n g of these 
earning s i n the business should improve its position c on -
siderably. 
It is clear from these statemen ts, t hen , tha t t h e 
disadvantages \vhich accrue from s rne,ll si ze as discussed 
e a rli e r a re real. The large compan ies such as Knapp Bros. 
and Charles ,::hester are doing well . The small c on:pany , hmv-ev-
er, is eith er declin ing or else i s just bearly sus t aining 
itse l f' . The competition between direct selling compan ies 
may eventually bec ome so s reat t hat some of them will fail. 
Others may j u s t st a 0n a te. S ome •trith alert mana g e ment \'fill 
for g e ahead . Shou ld a s e l l ers mar ke t ever a ppe ar in s h oes 
a gain, a company, such as Concordian , wl t h a s our_ ce of 
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supp ly could easily chang e the order of ev e n t s and become 
larg e an d pmverful. But barring such a situation grovrth for 
t he s mall c ompany will be a slow stru~gle. 
Table XII 
Financial Ratios of Direct Selling Companies 
Company & Customer Current Net ·· . % Change 
Date of Statement Accounts Ratio Worth in Net 
Receivab:}.e $ Worth $ 
Knapp Bros. 254,629 
146 
2.52 1,586,253 
Knapp Bros. 
'47 145,715 3.71 977,936 38.3 
John Neil 
Aug. 31, '49 18,773 0.76 J'9,613 
John Neil 
Aug. 31, '50 29,588 0.685 f/9,567 40 
Charles Chester 
Oct. 31, 148 11,173 2.14 157,046 
Charles Chester 
Oct. 31, 149 13,585 1.76 182,573 16 
Paragon 
July lst, 148 4,010 5-07 44,315 
Paragon 
7,691 2.68 July lst, '49 38,347 13.5 
+ 
26,000 
George Merritt 
6,409 Dec. 31, 147 2.11 41,487 
George Merritt 
Dec. 31, 149 6,670 1.64 25,656 28.0 
Concordian 
Dec.31, 148 8,241 
Concordian 
Dec.31, '49 3,319 59·7 
Concord ian 
Dec. 31, 150 2,996 1.02 3,718 12.0 
Equity %Change 
Ratio of Equity 
% Ratio 
67.5% 
73.0 8:·~· 2% 
20.9 
27.5 31.0 
54.2 
45.0 17.0 
82.0 
51.5 37-0 
54.0 
41.0 24.0 
11.8 
Percent 
Change 
in Net 
Worth 
608,317 
19,954 
25,527 
5,968 
15,831 
4,922 
399 
I-' 
[\) 
I...N 
. 
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ABSTRAaf OF CERTIFICATE OF CONDITION 
UNDER THE 
BUSINESS CORPORATION LAW OF MASSACHUSETTS 
Name of Corporation, . l~napp. .3ros . Shoe- -l:lf ~ -. .. ·C·orp· ;,·· ·· ··· ··-......... .. .. ... .. ...... .. ... .. . . 
. ~ 
Kind of Business, ... Re t .a .i l. . Sha e . . . . . .. .... .. ...... ....... .... ...... . 
Location, .3r. .o c k t on, . Jt1a s s .. ... ...... . .. ... . 
Incorporated under the laws of . . . .... .... ... .. 
When Certificate was filed, 
Date of Annual Meeting, 
Aui;horized and issued capital stock of each class on date fixed in by-laws for annual meeting:-
TOTAL AUTHORIZfW TOTAL ISSUED AND OUTSTANDING "Par Value Bir Organization or Amendments CLASSES OF STOCK Per Share (Including any issued stock held as treasury atock) No. of "Total Par No. of Amount Then Sbarea Value Shares Paid Thereon 
Preferred . • $ 
Common . . No Fa 1000 N n Pr-u.., 8 00 ?EO oo on 
' •If atock is without par value. state "no par" 
Date of Statement:_ ......................... - ........... _ ................ _______ ,, ____ , .... _ .... ,_, ___ ... _ 
ASSETS UABIUTIES 
Cash ' $ ... ....3.35.7. .. ,..51.3 ........ 7.5.. Accounts payable . . $-........ ~.~-£1 . .,..4.1+ .. -· ... .6.8 
Accounts receivable, customers ........... J.-4.5 .. ~.7.1.5. ....... .5.l .. N ot~s and acceptances payable ............................................. __ .......... . 
Accounts receivable, others . .................... g_,__2.Q.7 ........ 1.Q ................................................................ -............ _ ...... .................................... _ ...... _ ......... .. 
Notes receivable, customers . _______ ?.I.;?.._,_Q.Q.Q. ....... _QQ .. -................................................ ,_ .................................................................. - ............. ......... .. 
· bl h M t { Specify kind of } Notes recetva e, ot ers . ................................................ ........... or gages property mortgaged ......................................... - ... ----·-
Merchandise . .._ ... 23.0 .. ,..ll 8 ........ .9.8.. ........................................................ _ .. ____________ .. -..................... ---·-·- ......... _ . 
Supplies . . . . . . • . ................ -............................. ........... Bonds . .._ ........................... __________ ------·· 
... S ............... :.t· :--------{·~~~;~~---~·~:·~~·;·-;~-~-~~d·}··----· ---·---·;,·l .... Q ..... Q7, ....Q ........ -;;·~-- ~ ~o~~~~~s~rvS~l:a~s!!;:e~:!~n':~ ~educ· 
ecun tes by th is corporation • • .......... ,.{. .. . .. ........... !;1;,;;>.... tion of assets, if not deducted from as· 
R 1 E . t sets, shall be appropriately describ~ to ea Sta e • • _,_.,., .... _ ............................... _.,,..... identify the assets to which th_e)' apply. 
~~~~~n~hicles a~d . fiaiier~ :::::::::::::::::::::::3.5.:6::::::· :!i.e ::::::::::::::::::::::~:::::::::::::::::::::::~:::::~~=:::==:~-~_:: :~~:::=:=::::~~::::=::::. ~::~~~ 
Equipment and Tools 
Furniture and Fixtures : :::::::I:::s:i5::::::::. 10.:::: ::::: ::: :: ::: :::::::::::::::::::::::::::: :: ::::::::::: :::::::::::~~==-~ ::~:~:::::::::::=::::::::.:::: :~~= 
.......................................................................... ________ ·----........................................ -----·--· ......................................................................... , ___ --·---·-·----.............................. --
Prepaid insurance, interest, taxes ............................................... ·------- Capital stock with par value • .. ............................ - ......... ___ -·-
Patent rights, trademarks, copyrights ................................................ ----- Capital stock without par value ..... : ................ 250 . .,..0.0 .. ( LOJ ) 
G d W 'll No. of shares { } 00 I ................................................ ---·- without par value 
Treasury stock . . -·----·---·---------------·--·----· Surplus . · • • ·-·--·-·--7..2.7....,.23.6_17_ 
Profit and loss (deficit) 
ToTAL . 
................................................ ··-······· ...................................................................................... ···-············· ........... ________ , .. ---· 
ToTAL . 
a. Indicate on what basis any securities owned are stated above ("cost", "market", etc.) ......................... . 
b. Did the corporation have any contingent liabilities not reported above? ........ : ................................ ........... .. 
c. What of the above classes of assets, if any, were pledged? ...................................... .... .. ............. .' ............. . 
d. Did the corporation have investment in, or indebtedness from or to, any company or corporation 
closely affiliated with it? .............................................. .. 
Fig. 21 
'm C. D . 287. 75m-12-' 4B- 24976. 
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UNDB:R THE 
BUSINESS CORPORATION LA,W OF MASSACHUSETTS 
-l arne of Corporation, 
(ind of Business, 
....ocation, 
........ JC!lC:lPP J:3r..os •. PbJ?.$ ... ;M.fg .~ ... 0 .9r.P .~ .... .. .... .... ....... .. ........ .. ... . .... ... .. .. ... . 
.. ... .... R...et,a,l;l, .. $bQ? ........ ... .. .. .. ...... ..... ......... .... ... .. .... .... .... ......... ... ..... . . 
.. .. .B. r..ookt on, ... :tviass • .. 
ncorporated under the laws of . . Massachus etts ... .. .. .. ..... . ......... .. 
iVhen Certificate was filed, .. Augus t .31, 194{ .... .... .... ..... ..... ... .. .. 
)ate of Annual Meeting, 
!\.ui:horized and issued capital stock of each class on date fixed in by-laws for annual meeting:-
TOTAL AUTHORIZED TOTAL ISSUED AND 
*Par Value By Organization or Amendments OUTSTANDING 
::LASSES OF STOCK Per Share (Including any issued stock held as treasury otock) No. of *Total Par No. of Amount Then Shareo Value Shares Paid Thereon 
>referred • • $ . 
::Onunon 
•If otock is without par value. state "no par" 
Date of Statement : ................... : .................... - ................... _,,,_ .. ,, .. ____ ,, __ , _____ _ 
ASSETS UABIUTIES 
Cash . . . . $ ... - ....... 7.5.1~ .. 0.9l 9.~.. Accounts payable . . $ .............. 7 .. 6.6 .. , .. 63.1 ... .9~ 
Accounts receivable, customers ................ 6.5.~.,.·~59. ... . 7.7... Notes and acceptances payable ............................................. _ ........... . 
Accounts receivable, others ....... - ............... d .. J ........... l ... . 6..3. ................................................................ -.................................................................. _ ......... .. 
Notes receivable, customers . . .............................................. , ........... - ...................................................................................................................................... ......... .. 
N ' bl h M t { Specify kind of } otes receiva e, ot ers ....... -....................................... ........... or gages property mortgaged .......................................... _ ............ . 
Merchandise ...... - ...... .3..9..1.~.7.6.3 .... ll .......... ~ .................................................... --... - ... - ..... .. _ ........................ __ ,,, __ ........ ... 
Supplies . . . . . . . . ._,.......................................... ........... Bonds . . ............................................ - ............. . 
.................. :··:· ........ ~~~;~~ .. ·;·h·~·;~·-;;~·~;d· .. ---·--· .............. 92'1'""8'2''""" 4'"""1 ~o~~~~~s~rvS~l~~S~=~e~~!~::~ ;educ· 
Secunbes {by this corporation} • • ............................ 1. ......... 7 .... .... 7.... tion of assets, if not ,deducted from as· 
Real Estate ~ets, . shall be appropnate!y descrihl:d to • • .. - .......................................... ,,_,,. Identify the assets to whsch they apply. 
Machinery . . . . . . . ._._ ...................................... ·--·-· .......................................................... - ... - .... ·--·-.. ,_ .... _, __ , .......... _, ___ , .......... . 
Motor Vehicles and Trailers ........ - ........ 1.5 . ., .. 0.08 .... p5 .... .................................................................... _ .. ___ , ....................................................... _ .. 
Equipment and Tools .. - ............................................................................................ ; ........................................ _ ................................................... ,_,_ 
Furniture and Fixtures . . --... - .......... 2.l .. 9..7.8. ....... !2.2 . .............................................................. :.. ... ____ .................... _,,,_, .. , ....... --.. .......... . 
···;;~·~~·;d····;~·~·:;~~·~;:· .. ;~~;;~~~:· .. ~~~~-~··"'"' :~~~~::~~·.~·~·.~2~~;.4.7.:~~).'::~:: · :z::z:: · ··c;~~i;;i··~~~~k-~;·~·h··~~~-";i~~--~ :::=:::=::~:::::::::::::::::::::::=::: =·= 
Patent rights, trademarks, copyrights ................................................ _,,__ Capital stock without par value .................. !?.5.Q .... Q.Q.Q .. ..QQ. 
Good Will · .................. _ ..... ~ ..................... -·--·- with~~i g!r s~:f~~ { } 
Treasury stock . . _, ................... - ... - ... ---...... _..... Surplus . . • -·---l-~.)3. 6 ; ?.53 ... . 21. 
Profit and loss (deficit) 
ToTAL . 
o ,,00 0 ,,00000 , 00 00 00000000000000000 , 00 0 0000000000 ,, .... ,, .. , •o-ooooo ooou .. o oooooooo ooo oooooo ooo .. oo oooooo ooooooooooo oooooooo ooo ... oooooo"n"' ' oooooooo ooo" oo ooo oooo"'"'""'"" ___ OH ---• 
ToTAL . 
· $ 2 · ~ c:;? RRr::;ll? 
a. Indicate on what basis any securities owned are .stated above ("cost", "market", etc.) ........................ .. 
b. Did the corporation have any contingent liabilities riot reported above? ......................... ....... ...... .............. .. 
c. What of the above classes of assets, if any, were pledged? ....................................................................... . 
d. Did the corporation have investment in, or indebtedness from or to, any company or corporation 
closely affiliated with it? ............................................... . 
Fig . 22 
ABSTRACT OF CERTIFICATE OF CONDITION 126. 
UNDER THE 
BUSINESS CORPORATION LAW OF MASSACHUSETTS 
~arne of Corporation, 
{ind of Business, 
.. . John . 1\T.e.il Shoe C:ompe..ny .. ........ ........ .. .... .. .. ... .................... .. . . . ... .... .. .... .. 
.. Sal .e .. of ... shoe.~ .. by .. d.ire.c.t .. . ma.il .. ..... ... .. .. .... ... .. .. .. ... .. .. .... .. ... .. .......... .. . .. 
:..Ocation, 43 Enterprise Street, Brockton, .. Mass... .. ....... .. .. . .. ... ... ... .. .. .. .. .. ... . 
:n corporated under the laws of Massachusetts 
.Vhen Certificate was filed, .. April 12, 1950 
)ate of Annual Meeting, Octob.er .. .4, 1949 . . ... .. .. . 
Aui;horized and issued capital stock of each class on date fixed in by-laws for a nnual meeting:-
:::LASSES OF STOCK 
i'referred • 
*Par Value Per Share 
TOTAL AUTHORIZED 
By Organization or Amendments 
•Total Par Value 
TOTAL ISSUED AND OUTSTANDING (Including any issued stock held as treasury atock) 
No. of Amount Then Shares Paid Thereon 
$ 
~nunon • . . • ·~~~~#--~~~~--r-----------------~~---=~~--~r---~~~~--------
4 ,000 1600 3 ,000 No Fa 
*If atoek is without par value, state "no par" 
ASSETS LIABILITIES 
Cash . . . . $ ... - ... 2 . .,..63.;;) ............ 2.5 Accounts payable . . . . . $ ............ 2.3..6 .... 5.lf.L 1.3.~ 
Accounts receivable, customers ............. 18 .. ~.7 .7.3 ............. 5.1 Notes and acceptances payable ................................... l9.f:.. ...... Qc 
Accounts receivable, others ................................................. ................................................................................................. ........................................................... .. 
Notes receivable, customers . ............................................... , ............................................................................................................................................................. .. 
Notes receivable, others . ................................................ ........... Mortgages { pr~~~~~!?' n!'~~t~aC:ed} .......................................... _ .. - ..... . 
Merchandise .............. 1:9;9 . .,..3.33 ....... .D.O .............................................................................. - ................................ __ , .. _ ......... _ 
Supplies . . . . . . . . ................................................ ........... Bonds . . . . . . . . . ............................................................ . 
..................................................................................... ............................................... ........... 1 Reserves (classify below) : 
S 't' {except those issued} 1 NoTE : Reserves for depreciation or reduc· ecun tes by this corporation . . ............................................... ........... tion of assets, if not deducted from as· 
Real Estate ~ets, . shall be appropriate!y described to · • ............................................... ........... 1dent1fy the assets to wh•ch the:r apply. 
Machinery . ............................................... .......... . ......................................................... - ... - ..... ---· ......... - ........................................... . 
Motor Vehicles and Trailers .................... .......................... .................................................................................... - ... - ............................................................ . 
Equipment and Tools 
Furniture and Fixtures . 
. ·-.......................................... ........... . ..................................................................................................................................... ; ........ _ 
. . ....... - ......... 6.,.7.9.1 ........ 6.6. . ............................................................. _ ... ____ ................... -····-· .... ·---·· .......... . 
...................................................................................... ................................................ -....... .. ........................................................................ ___ ........................................................ _ 
Prepaid insurance, interest, taxes .................... .9. .. ,..57.0 ..... . 5.4. Capital stock with par value .................................................. r-·-
Patent rights, trademarks, copyrights ........................................................... Capital stock without par value ............... .lQ . .,..Q.Q.Q ........ Q.Q... 
Good Will · ................................................ ........... with~~i ;!r ·~:f: { } 
Treasury stock . . ....................... - .. - .............. ........... Surplus . • ......................................................... ... 
oo o oooo ooooo ooooooooooo ooooo oooooo oo oo o o o ooooooo o oooootoooo .. ooo o ooooHH 000-000"' - •oooo o ooooo o ooo o ooooooooooooo o ooooouooo.,. oooo •oo-uoooo oo o o ... ooooooouooooooooo o oo oo o oo ooooooooooooo.ooHooooooooo HoHo-o .. OON-HUOOO oO o o o oooooooooooooooooooooooooooo-ooonoooouo .. ooo •-• 
ooooooo oooo •••••.•••••-••••oo •••• •ooo o ooo oooHoo ooo ooooo oHHonoooooooHoH•"''''''' oooo ooo oooooo oooo oooooo o-oooooHuo ooooooo ooo o • , , ,, .. , ... ,, ' '''''''''''''''''''''"''''''' '''''''''"'''''''''''''''''''"""""""'"""'"-""'"""~ ' • ••ooooooooo oo o ooooooooooo ooohoooooo oooo oooo .. ooo '-"-
Profit and loss (deficit) 
TOTAL . 
................. 5.9 .. , . .6.13 ......... ~8. 
. $ 246 .717 42 
.............................................................................................................................. _. .. _ .... ---· 
ToTAL . . $ 24() 717 ~2 
a. Indicate on what basis any securities owned are stated above ("cost", "market", etc. ) ......... .'N .9.D.~.' ..... 
b. Did the corporation have any contingent liabilities not r eported above? ................. ~ .~~ .... C.~.L.R.$.lQK .. 
c. What of the above classes of assets, if any, were pledged? .......... J':l.~X'.Qb.9.-.TI9J ... ~~ ... ln1C~H}.t .9.:r.J!?. ~. 
d. Did the corporation have investment in, or indebtedness from or to, any company or corporation 
closely affiliated with it? .......... Yes ............................. . 
s. None, other than those incurred in t he u s ual cours e of business . 
F i g . 23 
·m C. D. 287. 75m-12-'48- 2497G. 
Fig . 24 
ABSTRACT OF CERTIFICATE OF CONDITION 127. 
UNDER THE 
BUSINESS CORPORATION · LAW OF MASSACHUSETTS 
~arne of Corporation, .John .. Neil .B.ho.e ... J .orapa ny .. ... .. ........ ... : ... .... ...... ..... ~ ...... ..... ....... ... ...... .. . 
Ond of Business, .... . Fi.?-1E3 .. Q.f .. i3hO~.S ... by ... dir.ec.t ... mai.l.. .... ....... . ...... .. .... . 
....ocation, 43 . .b;Y1.t€lr.'Pr.'lE\e .. S. treet., .. Brockton, .. Mass. ...... .. ...... .... ... . . ... ..... ..... . 
ncorporated under the laws of .. ... .N_t;ig._E\achus .ett.s ..... ... ........ ........ ... ..... .. . . . .... ..... .. . 
iVhen Certificate was filed, )~ ()YE3rn:b.~r. 6, 1950 ... .... .... . .......... . . 
)ate of Annual Meeting, 
_ ()q_t()]:)E3r., 3 ,1.950 ···· ··· ···· ···· ··· ···· ···· ········ ·· 
<\.ui:horized and issued capital stock of each class on date fixed in by-laws for annual meeting:-
TOTAL AUTHORIZ!D TOTAL ISSUED AND 
*Par Value By OrgAnization or Amendments OUTSTANDING 
::LASSES OF STOCK Per Share {Including any issued stock held as treasury atoclc;) No. of *Total Par Sharea Value 
:-referred ¥r:iqr . 100 1.000 s 1 ()() f"VV'I 
> 
100 250 2S · OOO 
::Onunon Class A No FR 1.000 
'Ciass·B· No Pa1 4 ,000 
•If atock is without par value, state "no par" 
Date of Statement : ........... A.1l$1J.S.t.. .. .3l~ ...... l~ .. 50. .... - ... - ..... _ .... ,_ .......... _ 
ASSETS 
No. of Amount Then Shares Paid Thereon 
None $ 
None 
400 2.000 
16,000 8 ,000 
UABIUTIES 
Cash . . • • $--...... Q.,J. .. l.9..2 ........ .63... Accounts payable . . . . . $ .......... ..2.43 .. , .. 0.7.2- .B..l .. 
Accounts receivable, customers ............... s.2 . .,..5..B..7. ........ 5.6... Notes and acceptances payable ............................................. - ........... . 
Accounts receivable, others ....... - ........................................................................................................................................................................ - ... - ... - .......... . 
Notes receivable, customers .... - ......................................... , ..... - ... - ..................................................................................................................... _ ....................... .. 
N · bl h M t { Specify kind of } otes rece1 va e, ot ers . ................................................ ........... or gages property mortgaged ......................................... - ... ......... . 
Merchandise . . . . ...... _.J;.12 . .,.l3.3. ........ .6.8 .......................................................... _ .. , __ ... _, ___ .... -.. " ................. __ ,,,_ ...... "._ 
Supplies . . . . . . . . ...... " ......... "............................. ........... Bonds . . . . . . . . ........................... _ ............ -·" ......... . 
.......................... : .............. : ............. - ............. " ... --.................................................. ........... , Reserves (classify below) : 
S • • {except those issued} NoTE: Reserves for depreciation or reduc· ecuntles by this corporation • • ............................................... ........... tion of assets. if not deducted from as· . 
R 1 E 1 520 6.8. sets, shall be appropriately descrih=d to ea state . . . • • • .. _.................. ·•· · .... ... identify the assets to which they apply. 
Machinery . . .... _ ........... " ................................ -- .......................................................... - .... - ..... ____ .. " ..... - .... ·--......... -·--· ..... - .. . 
Motor Vehicles and Trailers ." ................ " .......................... --......................................................................... ..: .. _ .. ___ ................................. _ .............. __ ,_" 
Equipment and Tools . . . ·-·"""""'"""'"""'"'""""'"" "'"""" .......................................................... "."""'""""'""-" .................................................... _ 
Furniture and Fixtures . . . ·-·"-"""'"'~.J . .$..7.5. ....... _g.§ ............................... " ................................... _ .. __ ............ -......... -.... -....... _, __ , .......... . 
· ··;;~-~~-;~· .. ·;~·~:;·;~-~~: .. ·;~~~~~:-~:···~~~~-~ ........ ~~~~~·::.·::_j~:2::i9.·s·.·.·:.·· ::o:3 ... c;~;i~~i···~~~~k .. ~i~·h··;~~" .. ~~~~-"-~ ::::::::~:~:::~::::::::~::::::::::::: = 
Patent rights. trademarks, copyrights .................................................. , .. ,_.. Capital stock without par value ................ ..lO .. ,.O.O.O ....... ..ao. 
G d W 'll No. of shares f 2 000 } oo 1 ..... " ........................ _ ............... -·--·- without par. value b e f i'c ~ t 
Treasury stock . . . . " ..................... _,._ ........ - ...... _..... Surplus . . . . + . . . ...... _ __7.3...,5.61. ..... _ 94'-
Profit and loss (deficit) 
TOTAL . 
· · $ 1 T3 S04 ,0, 4. 
a. Indicate on what basis any securities owned are stated above ("cost", "market", etc.) ........ .N.Q;G{:; ....... . 
Did the corporation have any contingent liabilities not reported abo~e? ............ ?..~.?..Cf.J .. . b.e. l.ow: ......... . 
c. What of the above classes of assets, if any, were pledged? .......... Iuv..ent.ar..le.s ................................ . 
d. Did the corporation have investment in, or indebtedness from or to, any company or corporation 
closelY- affiliated with it? ............. ,X.~a ....................... .. 
e. Inc ludes provisi on f or taxes. 
f. No_ne, other than those incurred in the usual course of hl JR~Yl <=> C! 
Fig . 25 
ABSTRACT OF CERTIFICATE OF CONDITION 
UNDER THE 
BUSINESS CORPORATION LAW OF MASSACHUSETTS 
~arne of Corporation, 
Cind of Business, 
... . Ch a.rle.s ... Che.st .er .. Sho.e .. :J .ompany ............. ......... .... ..... .... .. ...... .... ...... .... .. . 
.... .. S.a.l e.s ... of .. sh o.e s. .. by .. . .d i .r e c.t ... ma i .l ..... ..... ... ........ ..... .... .... ... ........ .... ..... . 
A>cation, .... . 2 .. ?.oundr.y .. St.ree.t , .. .Brockton,. :Mas.s . 
ncorporated under the laws of .. . r.:as.sachus.e t t .s ..... .. . .. 
;yhen Certificate was filed, 1'-letr.Gh J6, 1949 
)ate of Annual Meeting, . February .... 18 , 1949. 
\ui;horized and issued capital stock of each class on date fixed in by-laws for annual meeting:-
TOTAL AUTHORIZED TOTAL ISSUED AND OUTSTANDING 
"Par Value By Organization or Amendments 
:LASSES OF STOCK Per Share (Including any issued stock held as treaeury stock) No. of "Total Par No. of Amount Then 
Sharea Value Shares Paid Thereon 
'referred . • s . 
::Onunon . . 1000 10 000 100 000 00 1 00 1 non no 
• If stock is without par value, state "no par" 
Date of Statement : •......... .O.c.1..o.ber.-.. ~J..,..J..~i1.~L--··-.. ···-"·"-·--· .. -
ASSETS UABIUTIES 
Cash . $ ... -.18 . .,..28.1 ....... 2!.L Accounts payable . . ·$ ....... J.d..~ .. ~.7 .. 2.2 ...... _  ;?.)., 
Accounts receivable, customers ............... ll., .. l.7.3. ........ 3.5... Notes and acceptances payable ............................................. _ .. ......... . 
Accounts receivable, others ................................................. ......................................................................... _ .......................................................... _. __ .......... . 
Notes receivable, customers . ... _ ......................................... , ..... - ... - .................................................................................... ................................. - ........................ . 
N · bl h M t { Specify kind of } otes recetva e, ot ers . ........................................................... or gages property mortgaged ....................................... - .......... .. 
Merchandise . ........... 2.52 . .,..0.11 ........ ..... 11 ............................................................... -... -•. - ............................... --·-·-·- ......... _ 
... 
55··--~-:~~.;~:~ ...... {.~~~;~~··;:i;~;-~·-;~~:~~:i:} .. _.: ___ :_ ~:~~~::::::::~:::~:::::::::::::::::::::: ::::::::: J !!~~~=s~rvS~l~~s!!;:e~:!~::~ ~educ: ........................................ - ............ . ecuntles by this corporation . ............................................... --- ----· tion of assets, if not deducted from as· 
R 1 E sets, shall be appropriately described to ea state . • ··-··-.. ···------·'--····------........... .......... identify the assets to which the:r apply. 
Machinery . .. ................ l.,.5.0.9 ........ l0.. ............................................................ - ... :- ... ··---·· ---·-··--·----.............. ---· ........ . 
Motor Vehicles and Trailers ............................................. - ............................................................................ _ .. _ .. ____ ........................................... - .. -··---
Equipment and Tools 
Furniture and Fixtures . : =~=::::5::::3.:6:5::::::::. ia::: : :::::::: : :: : :::: :: ::: : : :::::::::::::~::::::::: : :: : ::::~:::~~:::=~== ::~:~~~:~::::::::::::=~~:::.:~::: :~---~= 
· ··~;~·~~·;d· --·;~·~:;~~·~~:--·;~~~~::·;,· .. ~~:::·· ······ :~.-~~~.-.-~--·.:·.-.-.r:.JI.§:_-_._._._._.. §2.:::: ... c~~i~~i .. ~;~~k-~;·~·h ... ~~~--~i~:-·~ :::~::::==~:::~i~noa~~:: .oD. 
Patent rights, trademarks, copyrights ............ ................. _ .............. --·-- Capital stock without par value .............. - ............................... __ 
Good Will . . ............................. - ............... -·--·- witb~~i ~!r •:r: { } 
Treasury _stock . . ................. ·-·-·-···-----····--... Surplus • • . ............ ~5.6..~.Q!±6 .... _ .6..Q. 
....................................................................................... ... ............................................. ........... . ........................................................................................ .................................................. .. -. 
Profit and loss (deficit) 
ToTAL . 
................................................ ............ . ....................................................................................... ....................................... _____ ---· 
· $ ;::>P,q 7G7 11 -:s ToTAL . 1 '-
a. Indicate on what basis any securities owned are stated above ("cost", "market", etc.) .. ...... }I.R.D.~ ...... .. 
b. Did the corporation have any contingent liabilities not reported above ? ....... .S.e.e ... ( . .f..): ... be.l .m-r ... ......... . 
c. What of the above classes of assets, if any, were pledged? .. ... ............... N.on~ .. ................. ...... ................ . 
d. Did the corporation have investment in, or indebtedness from or to, any company or corporation 
closely affiliated with it? ........... ;'Les. ........................... . 
e . Includes provision for taxes. 
f. None , ot~er than those incurred in usual cour se of bu s iness. 
·m C. D. 287 . 75m-12-'48- 24976. 
Fig . 2 6 129. 
ABSTRACT OF CERTIFICATE OF CONDITION 
UNDER THE 
BUSINESS CORPORATION LAW OF MASSACHUSETTS 
~arne of Corporation, 
(ind of Business, 
.. \Jnt;J,r.l.~s .. ::hG.s ter. .. S.ho~ ... ).o.m.pa.ny .. ... ... ..... .. .. ......... ... .. .. . 
....... Ot;J, lG $ .. of . $hOes .. . b.y ... dire.c.t ... ma.il ..... ... ... ....... ... ..... ... ...... ... ........ .. . .. 
...ocation, ... C: :?.01J.nd.ry ... ;';:i tr.eet , ... Br .ockt.on,. 1-lass. 
ncorporated under the laws of f'i<3,l;JS£1~11US(3:t,t, s . 
iVhen Certificate was filed, · Jc~arch . .13 , 1950 ......... .. . 
)ate of Annual Meeting, .J Cl.l1Y:Cl.!.'Y J-6 , .1950 . 
!\ui:horized and issued capital stock of each class on date fixed in by-laws for annual meeting:-
TOTAL AUTHORIZ~D TOTAL ISSUED AND 
•Par Value By Organization or Amendments OUTSTANDING 
:::LASSES OF STOCK Per Share (Including any issued stock held as treasury atock) 
No. of •Total Par No. of Amount Then 
Share• Value Shares Paid Thereon 
[>referred • • s . 
:::Onunon . . $ 10 .oc 10 000 100 000.00 100 1 {){){) Q() 
•If 1tock is without par value. state "no par" 
Date of Statement : ................ .9 .. 9 .. lt..9..Q~t: ..... 3 .. l..,. ..... .l.9.~.9 .......... - ..... _ ........... .. • 
ASSETS LIABILITIES 
Cash . $ ... _ ... 23 .. ,..0~l ........ 0.0. Accounts payable . . $ .............. 2.2.2 .. ,..29.7_ .. 3.'1.. 
. 1-' 5'~5 Accounts receivable, customers ................. ..2 .. ,.. ,,.J ......... 17.. Notes and acceptances payable ............................................. _ ........... . 
Accounts receivable, others . ............................. 8.45 ....... . 5.9 .. ............................................................................. - ................................................... - ........... .. 
Notes receivable, customers .......... - ................................... , -------· - ..................................................................................................................... - ........................ . 
N · bl h M t { Speci fy kind of } otes rec~1va e, ot ers ............ 5.5.4 ..... fi5'§''"'"' ........... or gag:es property mortgaged .......................................................... . Merchandise . . . ---......... - .... -~ ..................... . 5..2 ......................................................... -.... --.. ---·-·--- .. -..................... ---·--·- ......... _ 
Supplies . . . . . . . . ................................................ ........... Bonds . . ................................. ________ ......... . 
.................. : .. :··--------.-x ... c .. e.p ... t ... t .. h ..o ..s"e'"',:·.·s"u"e"d .......... - ... ............................................. , ............ 1 Reserves (classify below) : 
S t { } NoTE: Reserve·s for depreciation or reduc· ecun Jes by this corporation ............................................... ........... tion of assets, if not deducted from a>· 
R 1 E t t sets, shall be appropriately described to ea s a e . -----·----·-.... ~....................... .. ........... identify the assets to which tbe:r aj>pl;r. 
Machinery .-........................................... ·--·-- .......................................................... _,, __ , ___ .. ......... ---.--.. -----·-·-·-- ......... . 
Motor Vehicles and Trailers .- .......................................... --·--- .................................................................... ----.. -· ........... ~ .................................... -·----
~~~~~:;:t a~~d F~=~~es . : : :::::::::::a:::io.'s::::. ::2~ :::::: :: :::::::::::::::::::::::~::::~:::::::::: ::::::::::~~~::::~~=-... ~- ::~:~:=~::::::::::::::~~:::.::. :~~~::. 
···p~~-;~-;~·---;~-~-~·;·~~~~:---;~;~~~-~-~:· .. ~~:~:--...... ~~:~~::::::.:·~--~:s.::Is.'3..·:::: :::s.9. ·--~~i~;i .. ~~~~k-~;-~·h--~~~--;i~~---~ ::::::::~:~::::i:~~o:o.Ci:::: -:;a 
Pat1!nt rights, trademarks, copyrights .............................. - ............... --·-- Capital stock without par value ............... - ............................... --
G d W 'll No. of shares { } 00 1 .................................. ,............. ........... without par value 
Treasury stock . . ------.. ------·-·-----·---.. ·-·----· Surplus . • .............. 1§J.,.5.D. ........ 15. 
.......................................................................... --...... ................................................. ............ . .......................................................................... - ......... .................................................. -.. -
Profit and loss (deficit) 
ToTAL . 
. ................................................ ............ . ...................................................................................... ...................................... _ .. _, .... ._ ..... . 
· $ 404· 870 It;? ToTAL . . $ 404 870 t;,0 
a. Indicate on what basis any securities owned are stated above ("cost", "market", etc.) .... .. ~.S!9.~ ........ .. 
b. Did the corporation have any contingent liabilities not reported above ? ...... .. ... ~.~~ .. J.f) .... b.~~OJ« ...... .. . 
c. What of the above classes of assets, if any, were pledged? ....................... N.Qn.e. .............. .. ..................... . 
d. Did the corporation have investment in, or indebtedness from or to, any company or corporation 
closely affiliated with it ? .................... 1.~.1?. ................... . 
e. lnc 1udes provisi on for t axes. 
f. None, other t han t hose ln~urred in the usua l course of buslbess . 
rm C. D , 287. 75m-12-'4B- 24976. 
Fi g . 27 130. 
ABSTRACT OF CERTIFICATE OF CONDITION 
UNDER THE 
BUSINESS CORPORATION LAW 0¥ MASSACHUSETTS 
-.l'ame of Corporation, ........ P.ar.agon . Shoe. Company ........ ... ... .... ........ ..... ..... .. .. ... .. .... ............ ....... .. .. 
{ind of Business, .J Vl.ail . Order . .... ................. .. ............. .. ........ .. .. .... .... .. ... ... .. .... .. 
...ocation, 7J5 C:()J1J,rnb.l.l::> Avonue, B.oston~ Mas s... . .. .. ..... .. ......... .. .. .. ......... .. . 
ncorporated under the laws of .Jvi'assachus.ett.s . ... .... ... .. .. .. .. ...... .... .. .. 
iVhen Certificate was filed, ... J.1J,J,y ~8, l.949 ...... ... .... ... .... .. . 
)ate of Annual Meeting, 
!\.ui;horized and issued capital stock of each class on date fixed in by-laws for annual meeting:-
TOTAL AUTHORIZ!D TOTAL ISSUED AND 
"Par Value By Organization or Amendments OUTSTANDING 
:::LASSES OF STOCK Per Share (Including any issued stock held as treasury atock) · No. of •Total Par No. of Amount Then Shar<a Value Shares Paid Thereon 
"referred • 1.000 $ No Far fil() $ h 1 ()()() ()() . 
::Onunon . . . 500 No Par 100 ~ ()()() ()() 
•If atock is without par value. state "no par" 
ASSETS LIABILITIES 
Cash . . . . $.--....... .3 ..... 4.5.4 ....... .5..6 Accounts payable . . . . . $-..................... S..,..'Z.l.J~.6 .. 
Accounts receivable, customers ...................... 4 . .,.Q.l.Q ......... 8.8 Notes · and acceptanc~s payabie .............................. 4. . .-.0.0..C Q.Q_. 
Accounts receivable, others ....... - ........................................ -...................................................................... - ... _._,,_ ......... -..... -....... -......... _,, ______ ......... .. 
Notes receivable, customers .... -.... -................................................ - ................................................. -......................................................... -...... _,_,.,,_,_ ......... .. 
Notes receivable, others . - .. ·-·-.................................... -......... Mortgages { pr~g~~:7 n!'~~t~a~ed} .. -.......... , ..... ~ .. -........ ____ -·~ .... .. 
Merchandise . ·--~ .... ---4.1 . .,..6.£.1 .. J3..Q ............................................. _,_,,,_, ___ ·---·--.... -.. -· ... ~ ........... ___ ,, __ ...... ~·-
Supplies .. ,, __ ........................................ ........... Bonds . . ........ -.......... -... -..... -... ·---· ........ -.• 
........................................................ - .............. ---··· ................. -............................. ........ u. Reserves (classify below) : 
S 't ' {except those issued} ecun tes by this corporation 
Real Estate . 
NoTE: Reserves for depreciation or reduc-
tion of assets, if not deducted from as· 
sets, shall be appropriately describc.d to identify the assets to which they apply. 
Machinery . ·-·-................................ _ .... ·--·-· .......................................................... _,, __ ,, ___ , ........ - ... --.. ·--·----· _,_,_, 
Motor Vehicles and Trailers ,_ ........................................... - ............................................................... _ ........... - .. --·--· ........... _ ........ -...... -... -......... _ .. -·~-.. 
Equipment and Tools . ·-·----· .... -...... _ .......................................................................................... _ .... ,_ .......... _ ....... -.... ~ ........ -........................... ----
Furniture and Fixtures . . --... - ....... _ .. ./± .. ,..9.27. .... 2.2.. .. .......... -...................................................... _, ___ ........ _ ......... _ .. ,_._,,_, __ .......... . 
···;;~·~~·;~· .. 1~·~~;·;~~~:···;~~~ .. ;~~~:· .. ~::~·~-...... ~~:~~~·:::.·.·:.=~::.·.·.·::::::I.z.6.·.·· :~1: ···c:~~i~;i··~~~.~k-~;·~·h··~:~-~:~-~ :~::::::~:::~::::::~::::::::::::: = 
Patent rights, trademarks, copyrights ............................... _ ......... -.... _,..,_.. Capital stock without lr value _, ....... -............ !5..4-.•. Q.Q.Q .Q.Q. 
Good Will · ................................................ """"'" with~;:t ;!r ·~:~~~ { 7 0 } 
Treasury stock . . - ................... - ... - ............... _..... Surplus . • -·-----·-· .. -·---... - .......... ·-
.......... P..!?..P.Q.9..l..t . .s. ..................... -.. --·---·--· ................................ 2.5, ...... 00. " t·-.......................................................... -.-· .. ·---............................... -·---................. ·-· 
·············-········-········ .. ·······································-··········· ............................... -................. ,.,_ ... . 
Profit and loss (deficit) ............ .1.9. .. ,..4.8.5 ............. ?7.. 
·······························-····-···· ................... " ................ -......................... -... ·--·-----·" .. .__, 
ToTAL . . $ T3 .711 ~r=; ToTAL . . $ 7~ 211 7-£ 
a. Indicate on what basis any securities owned are stated above ("cost", "market", etc.) ........................ .. 
. . 
b. Did the corporation have any contingent liabilities not reported above? ............ N.O .................................... . 
· NONE 
c. What of the above classes of assets, if any, were pledged? .............. ~ .......................... .............................. . 
d. Did the corporation have investment in, or indebtedness from or to, any company or corporation 
closely affiliated with it? ................ ~~ ........................... . 
ABSTRACT OF CERTIFICATE OF CONDITION 131. 
UNDmR THE 
BUSINESS CORPORATION LAW OF MASSACHUSETTS 
Name of Corporation, .... f .arag on .. Sho.e ... Company .... . . 
Kind of Business, . Ivi?-J J,. .. Qro~r. . . ..... . .... ........ ... .. .... ......... ...... . 
Locatiop, ....... 7l6 .. ?.olurnbus Avenue, .. Boston, .. Massa.chusetts . 
Incorporated under the laws of . 11as sachus et t s 
When Certificate was filed, .. .. January. . 19~ ... 1950 
Date of Annual Meeting, . . . . A~gv,st. 23 , 1949 
Aui;horized and issued capital stock of each class on date fixed in by-laws for annual meeting:-
TOTAL AUTHORIZED TOTAL ISSUED AND 
*Par Value By Organization or Amendments OUTSTANDING CLASSES OF STOCK Per Share (Including any issued stock held as treasury otock) No. of *Total Par No. of Amount Then 
Shan~• Value Shares Paid Thereon 
Preferred • No . Far 1,000 • No Far 870 S R7 000.00 
. No Far '100 
II II 100 3 .000.00 Co nun on . 
•If otoek is without par value, state "n9< par". 
ASSETS LIABILITIES 
Cash . . . • $ ... -2.~.6.2.9. ................. 8.7.. Accounts payable . . . . . $ ............ 3.0 .. ~.83.2. ....... 0.9. .. 
Accounts receivable, customers ............ 7 .. , .. 69..1 ................. 9..6.. Notes and acceptances payable ...................... 4 .. ,..QQ.Q ... _ .. QQ .. . 
Accounts receivable, others . ...... - ................................................................................................................ - .................................................................. _ ........... .. 
Notes receivable, customers . ............................................... , .... - ... - ..................................................................................................................... _ .............. ......... .. 
· bl h M t { Specify kind of · } Notes rece1 va e, ot ers . -"";:7''7";''4'3.5 ................ .. 1.9. or gages property mortgaged .......................................... - ........... .. Merc~andise . ............ 5 .. ; .. 3.8.9 ............... ''?)o" ....................................................................... -... - ....... -........................ _,_, __ ........ .. Supplies . . . . . • . . _ ........... -........................... ........... Bonds . . ............................................ - ............ . 
... S ............... :t ..: ........ {.~~~;~~ .. ·;·~-~~·;·-;~~·~;:i·}··----· ................................. , ........................ 1 ~!~~~~.~rvS~~~~s!!~.~~~~:"o~ ~educ· 
ecun IeS by this . corporation • • ............................................... -........ tion of assets, if not deducted from as· 
R I E t sets, shall be appropriately described to ea sta e . • ,_ .......................................... _,,..... identify the assets to which the)' apply. 
Machinery . . . ............................. ............... ·--·-- .......................................................... _,, ______ , ......... - ... - .............. _, ____ ......... . 
Motor Vehicles and Trailers ............................................... _, ........................................................................... ---.. ·--· ...................................................... __ _ 
Equipment and Tools 
Furniture and Fixtures . . -·--5 .. ~:1.9.7. ................ .. ;i8 .. 
···p;~-~~-;d····i~~~-~-~~-~~:- .. ;~~~~::·~: .. ·~~:;~· ....... ~~:~~:.·::~·.·:.·~--~~·.o:f.f.·:::.~·:.·:.·:.·.· · ::z:s:: ... c~~i~~i· .. ~~-~~k-·~;·~·h .. ~~~ .. -~i~~-~ ::: :::::==~:::~::::::::~:::::::::::::::: :.:. 
Patent ri~rhts, trademarks, copyrights ................................................ --·-- Capital stock without par value ................ .9..Q .. ~.Q.Q.Q ........ p.o_ 
Good Will ................................................ -·--·- with~~t ~!r ·~:~~~ { 9 7 0 } 
Treasury stock . . _, ........... - .... - .. -· .. ---... ... _..... Surplus . • ........................ - ... - ................. ·-·-
..... P..§.P.Q .. 6 .. l.t..s. ..................................... - .............................. 25 ................ Q .. Q.. .. .. - ................................................................... - ............................................................. _ . 
Profit and loss (deficit) 
ToTAL . 
.......... 25.~ .. 6.5.3 ............. ~..8 .. . 
· $ 124 .R-:s 2 loo 
................................................................................... -....................................... -.. ·-··- --.. ·-· 
ToTAL . 
. $ , ?4 R ~? loo 
1. Indicate on what basis any securities owned are stated above ("cost", "market", etc.) ............... ......... .. 
). Did the corporation have any contingent liabilities not reported above? .............. J:{O ................................. .. 
, What of the above classes of assets, if any, were pledged? .. ...... ........ ...... N..QNE ............ ..... .. .................... . 
:1. Did the corporation have investment in, or indebtedness from or to, any company or corporation 
!losely· affiliated with it? ................... !110 ....................... . 
Fig. 28 
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ABSTRACT OF ·cERTIFICATE OF CONDITION 
UNDER THE 
BUSINESS CORPORATION LAW OF MASSACHUSETTS 
~arne of Corporation, 
{ind of Business, 
.... Geors e .... ::e r.ri.tt. 0.ho.e ... C.ompe.ny .. , .. I.n.c .. .. ....... ........ ..... ..... ... ..... ...... .... .. 
... .. Ea.il .. Order. 
:..Ocation, . 1 25 :Eont e l l o Street ; Brookton., . .J:,:as.s .. .... .. .. ... .... .. .. . .. 
:ncorporated under the laws of J ;lassa.c hu set.t .s . 
iVhen Certificate was filed, .. .S e pter:b er 21, 1950 
)ate of Annual Meeting, ... ... January l 6 , ... l 9.50 .......... .. 
~u~horized and issued capital stock of each class on date fixed in by-laws for annu;:tl meeting:-
TOTAL AUTHORIZ~D TOTAL ISSUED AND 
*Par Value By Organization or Amendments OUTSTANDING 
::U.SSES OF STOCK Per Share (Including any issued sto~k held as treasury atoek) No. of *Total Par No. of Amount Then 
Shares Value Shares Paid Thereon 
"referred s $ 
::Onunon . . 1 ()() 500 · - !;() ()()() ?Q() ?0 ()[)() 
•If atoek is without par value, state "no par" 
Date of Statement : ..................... .D.e.c.e.J:J.b.e.t.' ••.. :;.l., ...... l.-94.9-··· .. -·-........ . 
ASSETS UABIUTIES 
Cash . . $ .• - ..... 13 .. , . .422 ........ 16 Accounts payable . . $ ................. 1~.,..101.- .. §.4 .. 
Accounts receivable, customers ...................... 0 .. ,..6.:7..0. ..... .. .7.8. Notes and accee!ances payable ..................... .25., .. 0.00. .. DO.. 
Accounts receivable, others ... : ............................. ttQ ...... _ _Q_Q. ................... 1'.9:.~.Q .. (:? ...... ..t.~Y..?..-.b.J...e ........... .............................. ..5.1Q. ?;.0. .. 
Notes receivable, customers . .• _ ........................................ , ..... - ... - .................................................................................................................... _ ....................... .. 
· bl h 7. c:; QQ M t { Specify kind of } Notes rece1va e, ot ers ................................... .. ..,~.... .. ... . . or gages property mortgaged ......................................... _ .. .......... . 
Merchandise . """_ ........ 3..6 .. ,..2.1.5 ........ 05 .................................................. -·--·-·--··-·-·· .. - ......................... --·-·--- ........ _ 
"""55····~.~~~.;~:~··· ···{·~~~;~; .. ;:~~~·~·-;;;·~~d:} ..... :_ ... :. ·:::~~:::::::::::::::::::::::::::::::::::::: ~::~:~:: I ;!~:~:!rv~~l:a~s!!~e~~~~;o~ ~educ·· """'""''"'"'""""""'"""'""""""" ___ .... ; ... . ecuntJeS by this corporation • • ............................................... ~......... tion of assets, if not deducted from as· 
R 1 E t sets, shall be appropriately described to ea sta e . .._......................................... .......... identify the assets to which they apply. 
Machinery .................. " ................................ __ ......................................................... - ... ·------· ........ - ... - ............ ·-·---· ........ . 
Motor Vehicles and Trailers." ............. .............................. --......................................................................... - .. -· .. -· ................................................ -·---
Equipment and Tools 
Furniture and Fixtures . . --... - ............ 1 . ., .. (?..2~ .... ao . ..................................... " ....................... _ ... _ .. :.._ ....... _ ......... -.... -·--·---.. ·-····-· 
················································-····-···-···········-············ ·-··-··········· ... ·············.............. ........... ·············-·····-···············-······················--····-... ·---·- ......... _, ........ : .................... _. .... ----
~ 0 ~' '7 1•L• Ca • 1 k "h val Prepaid insurance, interest, taxes ......................... ;;l .. ~ . ..,..C:.f ... . .=t. •• ;;. p1ta stoc Wlt par ue ................................................. -·-
Patent rights, trademarks, copyrights .................................................... _.. Capital stock without par value ....................... 2.~ .. ,..0.0.cpo_ 
Good Will . . .............................................. -·--·- with~~i ~!. ·~:f~: { } 
Treasury stock . . ........... : ............... - ................. -..... Surplus . • .......... --...... - ... - ............... ·--
···~·········· · ····································· .. ···········-····"'''""'''"' -·····--······················ .. ····-··· ... ···· ........... . .......................................................................... -................................................................. _, 
........................... -................................................ -....... ................................................. ........... .. ......................................................................... -. ........................................................... -...... _ 
Profit and loss (deficit) 
ToTAL . 
........................ .3 .. ,.3.~h;i .... ~n. 
. $ 65, .., 17 94 
....................................................................................... ..................................... _.,_,_ ---· 
ToTAL . . $ <:) t:; 7 17 C, l.J 
a. Indicate on what basis any securities owned are stated above ("cost", "market", etc.) ......................... . 
b. Did the corporation have any contingent liabilities not reported above? .................. ......... ....... ........ ....... .... . 
c. What of the above classes of assets, if any, were pledged? ...... .. .......... .:;~ o.n.e ... ... ..... ...... ......................... . 
d. Did the corporation have investment in, or indebtedness from or to, any company or corporation 
closely affiliated with it ? ................. J\.0 ........................ . 
Fig. 29 
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ABSTRAcr OF CERTIFICATE OF CONDITION 
UNDER TH)!l 
BUSINESS CORPORATION LAW OF MASSACHUSETTS 
'l"ame of Corporation, 
{ind of Business, 
......... Georg e .. I•Ierrit.t . . .Sho.e. ... Y. o:ro.p~.DY .. J . . J.n.c .. ~ ........ ... ... .. ...... ... ...... ... .. ... .. . 
Mail Orde r . . . ...... .... ....... ... ...... . . ..... .... .. ... .. ..... .. ... . ... .. ......... . 
:..Ocation, ......... 125 .Kont.e.llo . .S.tre.e.t ., .. .Broc.kton, .. ga .ss .• .... ... .. .... ... ..... .. ........ 
:ncorporated under the laws of . Ha ss?.chu.setts ... ........... . 
~en Certificate was filed, ... June . 11~ 19 48 ........ ........... . . 
)ate of Annual Meeting, January 19 , 19:48.. .. .. .... ..... .... ... .. ..... ....... . 
Aui;horized and issued capital stock of each class on date fixed in by-laws for annual meeting:-
TOTAL AUTHORJZ£D TOTAL ISSUED AND 
*Par Value By OrgAnization or Amendments OUTSTANDING CLASSES OF STOCK Per Share (Including any issued stock held as. treaoury atock) No. of *Total Par No. of Amount Then 
Sbarea Value Shares Paid Thereon 
:>referred • s $ 
:::Onunon . 100 i:iOO so 000 200 29~000 
•If atock is without par value. state "no par" 
Date of Statement : ................ D.e.c..em.b.er. ..... :5.1~-·-l9l11. ..... _,, .. _, __ ,,,_ 
ASSETS UABILITIES 
Cash . . • • $ ... - ... 3 . .,.1.6l .......... .21. Accounts payable . . . . . $ ................ 14.~ .. 5.8.5. ... 60 .. . 
Accounts receivable, customers ................ .6.~.4.0.9. ............. 6.0.. Notes and acceptances payable .................... 2.0 .. ,.0.Q.O __ j:),Q .. . 
Accounts receivable, others ................................................. ........... ...................................................................................... ................................. 7.8..3 __ ~9 .. .. 
Notes receivable, customers ................................................ , ..... - ... - ..................................................................................................................... - ....................... .. 
Notes receivable, others . ................................................ ........... Mortgages { pr~~~~;~Y n!'~~t~a~ed} .......................................... - ... ........ .. 
Merchandise . ..... - ..... 9 .. 1±.1.~.5..1 ............ .3..1. .. ..................................................... _ ...... ____ ·-·-· .. -..................... --·-·-......... .. 
-.. 
55····~.~~~.;~:~···· ··{·~~~;~~ .. ;:h.~~·~·-;~;·~;;;:} .... ~-.... :. ·:::~~:::::::::::::::~:::::::::::::::::::::: ~::::=:: I ;~~;~~!rvS~~~~s!!~.~:!~:"o~ ~educ·· ............................................ _ ........... . ecunt1es by this corporation • ............................................... ........... tion of assets, if not deducted from as· 
R I E t sets, shall be appropriately described to ea sta e . • .. - .......................................... ___ ,, identify the assets to wbich they ajlply. 
Machinery . . .................................................... _.. .. ........................................................ - ... - ..... ___ , ......... - ...................... -·---· ......... . 
Motor Vehicles and Trailers ............................................... - ............................................................................ - .. --·--· .................................................. -·---
Equipment and Tools 
Furniture and Fixtures . : =:~=~::i:~:45i:::::::::. ~24: · :::::::::: ::~::::: :: :: : : ::::::: : : ::~::::::::::::::::::::::~~:::=~== ::~;~:=~:::::::=::::=:::~:===:: :~~~=· 
....................................................................... --········· ·-··- ···········-··························· ··-······ ·············-······················-······················--····-.. ·--- ......... -............................... -.... --
Prepaid insurance, interest; taxes ........................ .9..8.3 ........... J .. l Capital stock with par value ................... ..2.9 .. 7 .QD.O .... f0.0... 
Patent rights, trademarks, copyrights ................................................ _,,_.. Capital stock without par value -................................................ --
G d W 'JJ No. of shares { } 00 I ................................................ ... _..... without par value 
Treasury stock . . ............................. _ ........ - ...... _..... Surplus . • ..................... l.2 ..... A.$..7 .. J 28._ 
•• •••••••·••••••••••••-••·•-••••••••••ooooooooooooooooooH •oooooo"''''"'"'"''''''' .. ,,0000,,,,,,,,,,,,,,, , .. , .. ,, ... ,,, , 0000000,,0, oo oooooHoo ••••••••••••••• •• ••• ••••••••••oooooooo•"'''' ' ' '''''''''"'''''''''''"''-'''"''" '''""""'"''''''''"""'''"""'''"""" ... ''' . ..,. .. _ 
Profit and loss (deficit) 
ToTAL . 
................................................ ........... . ........................................................................................................................ -.. - ............ ._ ... ,_, 
h7 ToTAL . . $ 
a. Indicate on what basis any securities owned are stated above ("cost", "market", etc.) ......................... . 
b. Did the corporation have any contingent liabilities not reported above ? ...................... N.o ......................... .. 
c. What of the above classes of assets, if any, .were pledged? ........................................ ~ .............................. . 
d. Did the corporation have investment in, or indebtedness from or to, any company or corporation 
closely affiliated with it? ............. N.c ............................ . 
Fig . 30 
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Chapter VIII 
Conclusion 
A. Future of Direct Selling Men's Shoes 
The preceding chapters have attempted to shed 
light upon the problems involved in direct selling men's 
shoes by making a case study of the Concordian Shoe Co. 
The purpose of this chapter is to evaluate the future of 
direct selling shoes and the future of the Concordian 
Shoe Company. 
Direct selling of shoes has enjoyed a rapid 
rise ~ in the past 30 years, particularly in the past few 
years. This is to some extent a paradox because there 
are several factors of increasing importance which would 
tend to diminish the effectiveness of direct selling, 
'\vhile there are no nevr factors which would make the mode 
of distribution more desireable. Rising national income 
level and· continued improvement of the roads have allow-
ed the consumer to reach the city more often in order to 
buy what be needs. In this manner the essential function 
of direct selling to penetrate outlying districts has 
steadily lost its importance. In contrast to this the 
retailer has been able to improve his selling methods a.nd 
increase the breadth and variety of his line. These factors 
~ This rise bas not been limited to shoes. Many manufacturers 
are finding that direct selling is the best method of intro-
ducing and distributing their products. The increase in the 
variety of products thus sold has been phenomenal. 
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combined with increasing public resentment towards direct 
salesmen have been depressing to the business. 
That direct selling has continued to increase its 
portion of the national income is probably due to the fact 
that the field was for a long time largely unexplored. The 
passage of tlje parcel post act vastly increased the potent-
ialities of the business. Manufacturers of ngimmicksn found 
that the forceful demonstration by the direct salesmen was 
ideally suited-:.. to their products. A second impetus to the 
direct selling of shoes occured during and shortly after 
World War II when almost anyone could sell shoes. During 
this time, as has been mentioned earlier, amny small, new 
companies entered the field. 
Although the importance of many functions of 
direct selling of shoes is waning, there still remain several 
strong points. One of these is that direct salesmen can 
often get ahead of the retailer and sell to a man before 
he has even made up his mind. In other words, the direct 
salesman by approaching the man directly can often sell him 
a pair of shoes when he would have waited until another sea-
son. Another point is that men who hate to cope with city 
-t<· The Alden Speares & ~. Sons Co., manufacturers of the Robo 
knife sharpener, found that the technique of sharpening knives 
was sufficiently difficult that it required the personal 
attention of the direct salesman to make it sell. For this 
reason it shifted away from selling to retailers to direct 
selling. 
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traffic in getting to the retailer welcome the easy trans-
action '\vith the direct salesman. Other strong points were 
discussed in Chapter III, section F. 
In conclusion it might be said that the forces 
which have operated to make the direct sale of shoes a 
success have weakened. But there are still many features 
of direct selling which continue to be important a.nd assure 
its continued existence. That the direct selling of shoes'·' 
of shoes pas reached its height is unquestionable. The 
continued difficulty encountered by marginal firms, such 
as Concordian, John Neil, Paragon, George Merritt and J.C. 
Mench, is strong evidence that the field is thoroughly sat-
urated and maybe declining. 
B. The Future of the Concordian Shoe Company 
The fact that the Concordian Shoe, like many others, 
has been a marginal firm since its inception has been very 
depressing to its proprietor. However, it is not so entirely 
dismal for the Concordian Shoe Co. as it may appear. Even 
if direct selling of shoes does decline and many marginal 
firms disappear from the picture, it is sure that some will 
remain. Cogent handling of the business may make it expand 
and prosper. Although these past six years have yielded no 
gain in the owners share of the capitalization, much exper-
ience and insight have been gained. Furthermore, much is yet 
to be tried. 
There ill s a J_arge variety of possible w·ays for the 
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,~oncordian Shoe Co. to improve its position. One plan 
might be to install a sales manager system. The idea vrould 
be to give a salesmanager a certain fraction of the sales 
of any salesmen obtained for the company by the salesmanager. 
This makes the cost proportional to sales and eliminates 
risk. The problem in this case is to find good salesmanagers. 
Another possibility is to add a line of women's 
shoes. The idea would be to make available to the salesmen 
new prospects for shoes and hence, making it easier for them 
to sell more shoes. In this way the costs of obtaining the 
salesmen can be spread over more sales . The dra1vbacks to 
this plan are several. Concordian has emphasized in its 
catalogue that by specializing in men's shoes it has obtain-
ed a higher degree of quality for the price (w'hich is true 
for the factory but not for the selling organization). In 
addition, the Concordian Shoe Co. has built a great deal of 
its business on its speciality features. Adding a woman's 
line might draw attention a1vay from them and destroy the 
speciality aspects. Always present is the ri-sk that the sales 
will not be increased sufficiently to meet the additional 
expenses. 
There are three policies which, although not dram-
atic, are felt by the writer to be necessary and to have 
potentialities. The first is to build up as quickly as the 
company finances will allow the amount devoted to advertizing 
and getting new salesmen. For it is evident that only by 
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building up the salesforce can sales be increased. As 
brought out in Chapter IV and V the investment of money in 
this direction should bring a good return to pay overhead 
and increase profits. 
The second policy is to enrich constantly its 
knowledge of all aspects of the business. There is much yet 
to be learned about the nature of the enterprise. It 
should be the policy of the company to experiment with the 
application of its technigues and to measure carefully the 
results so that it will learn for the future how to spend 
its money more affectively. In other words, for example, 
the company should not only measure how much actual closure 
cost was to obtain a salesman but it should also determine 
whether the sales of the salesman were enough to pay for 
the investment in him. Another example of how this Plan 
could be applied elsewhere is in the folder illustrating 
the non-cushion styles. Here it might be wise to mail out 
the folders to only half of the salesmen, holding the other 
half as controls in order to determine by comparision, if 
the folder really did increase sales sufficiently enough to 
pay for its additional cost. These are only sample ways in 
which the company can increase its knowledge and efficiency. 
Experimentation and measurement should be applied not only 
to old techniques but to new ideas as well. 
A third policy would be to correct the company's 
gravest weakness, the very small fraction of the business 
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owned by the proprietor, as quickly as possible. This is 
easier said than done. It involves among other things the 
earnings of profits. Once this is doae, however, it should 
be retained in the business. The present situation is 
such that any prolonged recession in direct selling will 
topple the Concordian Shoe Company. Improving its invest-
ment position will have the beneficial effect of decreasing 
oppressive interest payments of six per cent. 
To sum up the situation, the Concordian Shoe Co. 
is facing difficult competition in a field which has ceased 
to expand. Some companies engaged in it may fall by the 
wayside. The company must consolidate its position by 
increasing its capital, salesforce, and efficiency. If 
it does this, then when the marginal firms, (which will not 
continue indefinitely if they fail to earn an adequate re-
turn) drop out, it will be left with a broader field in 
which to continue. In short, the company should succeed if 
it can be better than just some of its competitors. 
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Appendix 
QUALITY SHOES AND LEATHERS FOR THREE GENERATIONS 
Dear Sir: 
You wrot e to us because you want to make more money. You are 
on the right track, my friend, because the Concordian line offers 
you any amount of extra income you wish to work for. Our sales 
plan is one of the quickest, easiest, independent ways of increas-
ing your income you could have chosen. 
Shoes are a necessity •••• when you decided to sell shoes you 
picked an item that is as necessary to man as food. Men have to 
buy shoes. When they can buy from you and save money at the same 
time, they soon become repeat buyers who urge their friends to buy 
from you. The thousands of successful direct shoe salesmen all over 
the country have proved, beyond all words, just how pleasant and 
profitable this work can be for you. 
Factory production backs you up •••• as a factory representa-
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tive for us you have the backing of a large and successful business. 
You sell better shoes for less money than a store because you have a 
large volume sales distribution that cuts out all middle men expenses. 
You reap the profits from large cash commissions plus liberal monthly 
bonuses by taking orders only. You don't have to deliver or collect 
at any time. 
Exclusive Air-o-cork cushion feature •••• with the Concordian 
line of men*s shoes you have the most marvelous cushioned shoe ever 
developed. No other store, no other mail order house, has the ex-
clusive Air-o-cork cushion feature. Every shoe is styled with special 
features to make it sell on sight. The Air-o-cork cushion is a layer 
of sort, resilient 2 sponge cork that protects the feet from heel to toe. Th1s cork, made up of thousands of tiny cork particles and 
sponged binder, contracts and expands with each step to mould to the 
contours of the foot. The air-conditioning action of our cushion 
innersoles is enhanced by the Special Air Vents which pump free 
flowing air through the length and width of the innersole. Our 
longitudinal arch supports and metatarsol supports give that extra 
comfort to men who must work long hours each day on their feet. 
Nationally known brand ••• o when you sell the famous Concordian 
brand you sell a shoe that is known throughout the country. Our 
thousands of satisfied customers all over the country have given 
our shoes a reputation for leadership. Our styling, quality, and 
careful workmanship, plus our National advertising, have caused a 
steady and continuous growth fer .this company through the years. 
& ' • 
WE'LL SEND YOU A BEAUTIFUL .SAMPlE CASE WITH-ACTUAL i:SAnr.LiE!I- ono-.1!1~ 
AND COMPlETE ORDER-\'IINNING EQUIPMENT ON REQUEST WITH YOUR lOTH. 
ORDER WITHIN A MONTH - IT'S A SUREFIRE SAlES-WINNER FOR YOU 143 • 
This equipment, yours at no cost •••• we will loan you, absolutely 
without cost to you, this complete sample case with sample shoes. 
This handsome case will also hold your CONCORDIAN catalog, cushion 
demonstrator, samples, metal foot measuring device 1 order books and 
advertising material we supply you. It is the distlnctive mark of a 
successful, independant business man. How to earn all this equipment 
is explained in our Sales Manual, hundreds of men before you have 
helped to develop our sales plan. You benefit by having at your 
finger tips the one right system for selling shoes and starting your 
own agency. 
Independent income is Yours •••• you are your own boss you work 
where you want and when you want. Your income is determineJ by the 
time you put in your work. If you sell between eight to ten pair of 
shoes per day you will average about $20.00 to $25.00 per day. You 
can sell in the evening or on Saturdays and boost your income from 
$60.00 to $100.00 per month. Your customers will buy a new pair of 
shoes every season their friends will want to buy from you too. 
Remember this, my friend, we've seen hundreds of men before you make 
extra money and become successful salesmen. You too can add to your 
income with this exclusive independent agency. 
Buy a pair at the wholesale price •••• we urge you to buy a pair 
of our marvelous cushioned shoes for yourself. From the very first 
step you can feel the difference ••• the soft buoyant cushion will 
make your feet less tired, more comfortable, a completely new feel-
ing. You will be able to tell your customers from actual experience 
how much better these shoes are. You will be able to show these shoes 
as samples 1 pointing out the quality leathers and fine craftmanship in each pa1r. You buy them at cost ••• use the easy post card order 
form enclosed. 
FactorY fitting service •••• in the Concordian catalog you have 
listed the range of sizes and widths as they come from the factory 
production line. You can fit any normal foot in a variety of diffe-
rent styles. Widths run from A' to EEE and sizes up to ll• You have 
a complete fitting service for every man you meet. The many styles 
illustrated in the catalog show the variety of leathers, lasts and 
patterns which you have to offer. Study your catalog; the descrip-
tions opposite each sh?e will help you develop your sales talk. 
In cl9sing, please let me remind you of this. You can quickly 
and easily increase your income with this sales agency. There are 
thousands of men all over the country who sell shoes full time ••• 
there are many more thousands who sell shoes to increase their other 
income ••• this is a time-proven way of making money. 
Your equipment is free ••• samples ••• cushion demonstrators ••• 
sample cases ••• calling cards ••• metal foot measuring devices ••• every-
thing you need to make big money with this line is waiting for you. 
Send us those first orders today and join our hundreds of successful 
salesmen. 
Yours very truly, 
~a.~/ 
Sales Manager 
FOR SALESMAN'S PERSONAL USE 
Catalog Price Your Price Catalog Price Your Price 
$15.95 ___ --- --- - --- ·----- ___ $12.45 $11.95 _______ __ __ ____ _____ ____ __ $8.95 $14.95 ___ - --- -- ___ ______ ___ ___ $11.45 $10.95 __ ______ __ __ ___ _____ _____ _ $8.45 
$13.95 ___ _______ _______ , ______ _ $10.95 $ 9.95 _______ ______ ____ ______ ___ $7 .95 
$12.95 - - - ------- --- ---$ 9.95 $ 8.95 ________ _____ ____ ____ _____ $6.95 
SEND TO ...... . .... . . . .. .. .. ..... .... . ..... . ...................... . .......... . 
STREET ...... .. ....... . ........................ .. ............................ . 
CITY ........... . .... .. .... .. .. ... . ....... ... .... STATE . ... ............ .. . .. . . 
All shipments will be C.O.D. unless your check or money order a <;campanies the order. 
Style No. Numbers in most comfortable old shoes Length Width Discount Price 
Salesman's Disc ount Form 
BONUS COUPON 
WORTH MONEY TO YOU IN CASH OR PRIZES I 
NO TIME LIMITS • • • • NO QUOTA TO MEET EACH MONTII I 
Each coupon grows in value • • • 
The more coupons you have •.• 
-
The more EACH ONE is worth to you! ~~0~ 
c_O 
o..i -\.\..i . Narne-----------------------------------~~~~~~~~~bP~~--tc,~ 'U~ .._., 
Street ~\)~ -..1 h\_; 
City _________ State c_O ';t2 
THE CONCORDIAN SHOE CO., W. CONCORD, MASS. 
Bonus Coupon 
The salesman whose name and ad<;lress ap-
pears above is your local Concordian Repre-
sentative. He is well qualified to fit you to the 
most· comfortable shoes you have ever owned. 
He has at his finger tips a larger variety of 
styles in a greater range of sizes than you could 
ever find in a store. As our representative he 
will save you many dollars at our factory-to-
you prices. 
Through this salesman you can do away with 
sr.opping troubles. You can order dress, sport I 
or work shoes at your own convenience in your 
home or office for delivery when and where you 
desire. 
A Call Back Car d Left wi th the Customer 
Should He Like to Re-erder 
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BONUS COUPON 
WORTH MONEY TO YOU IN CASH OR PRIZES ! 
NO TIME LIMITS .... NO QUOTA TO MEET EACH MONTH! 
Each coupon grows in value . . . 
The more coupons you have • . . 
The more EACH ONE is worth to you I 
CASH VALUES! 
YOU GET ONE COUPON FOR EVERY FIVE ORDERS 
EACH MONTH. 
This bonus system is designed for part time salesmen, as well as full 
time men, who do not always make a quota each month. You get one 
coupon for every fi.ve orders "(OU send us each month and can turn them 
in AT ANY TIME WITHIN THE YEAR for the values shown below. 
NO CASH BONUS FOR LESS THAN FIVE COUPONS 
S coupons are worth $6.2S ( 2Sc. per order) 
10 coupons are worth $20.00 ( 40c. per order) 
1S coupons are worth $37 .SO ( SOc. per order) 
20 coupons are worth $60.00 ( 60c. per order) 
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-FROM-
IMPORTANT: 
PLEASE USE THIS ENVELOPE FOR YOUR Fl RST 
ORDERS. THIS IS A CODED ENVELOPE. THE 
NUMBER BELOW WILL HELP US TO KEEP 
YOUR RECORDS STRAIGHT. 
THE CONCORDIAN SHOE CO. 
WEST CONCORD 
MASSACHUSETTS 
THIS EASY WAY TO GET YOUR SAMPLE EQUIPMENT 
This catalog has many styles that will prove to be big sellers 
for you. The quickest way to increase your sales is by having samples 
of the shoes to show your customers. We have made it easy for you 
to qualify for samples, just check the equipment you are asking for 
and enclose this form with the proper number of orders. 
0 Send three orders with this form for your cushion demonstrator. 
0 Send five orders with this form for metal foot measuring device. 
0 Send ten orders with this form for our free sample case complete 
with metal foot measuring device, cushion demonstrator and sample 
shoes. 
Name ......... .... ... ................ ... ..... ... ..... ................ ... ........... .... .. .... .......... .... .... ... . 
Street ... ... ... ... .. .. ... ....... .. ... .................. .. .. ... .... ..... ..... ......... ... ...... ........ ... ...... ... . . 
Ctty .. ... ....... .... .. ... .. .... ....... ... ............. .... ...... .. State .. ... .. ........... ... ............ ........ . 
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at,(iUi" 88. "F.tr, . cooter . tobirili: • J_ • n ~­
T ides: Bll h-4 :59 A. M., S:« 
P. M. Low-11 :!2 A.M., 11 :50 P.M. 
Sunrlse-S:34. SUD5Ct-7 :0. FuJ.l nu~·.1 ·u1~ n~n.a.L4u Boston Herald, April 28, 1949. 
repori on Pace z. 
VOL CCVI , NO. 125 LATE CITY EDITION 
Hot enough to fry an egg! 
During Boston's sizzling heat yesterday, 
Chef Joseph Sorocco of the Lobster House 
(left) won a bet from Chef Louis Turco, pre' 
sident of the International Geneva Society, 
when he fried an egg on the sidewalk in 
Warren Ave. Turco wagered that if it was 
that hot, he'd eat the egg! He did! 
Reprinted by 
THE CONCORDIAN SHOE CO. 
West Concord, Mass. 
BOSTON, AUGUST 26, 1947 
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-FIFTY-TWO, PAGES 
**** 
FIVE -CENTS 
YOU WALK ON SIDEWALKS 
HOT ENOUGH TO FRY AN EGG I 
CONCORDIAN SHOES PROTECT YOUR FEET 
WITH THE WORLD'S BEST INSULATOR! 
HOT PAVEMENTS 
Now at last you can protect your feet from the blazing 
hot pavements during the summer days ahead. Here is a 
shoe that has a quarter of an inch of cushion cork insulating 
your feet from the heat. Your feet will be cooler ... you will 
be cooler, because your feet will be more comfortable. 
This AIR-0-CORK insulator is at the same time one of 
the most actively elastic cushions ever developed. All Con-
cordian shoes are cork cushioned from heel to toe; giving you 
the most marvelous cushioned comfort you've ever had in a 
pair of shoes. 
CONCORDIAN SHOES ARE DESIGNED FOR COOLER 
SUMMER COMFORT 
f-' 
~ 
LX> 
A~ }::~ 
t \ \ /,:;_.; 
-, 
mate more mone'l 
SELLING DIRECT 
from 
THE CONCORDIAN SHOE CO. 
West Concord, Mass. 
THIS CUSHION DEMONSTRATOR 
Yours for 
ONLY 3 ORDERS 
Yours for 
ONLY 10 ORDERS 
Yours for (Within a month) 
ONLY 5 ORDERS 
This va luable equipment is yours ! Here are the tools you will use to make more money ! It is all free ... it is yours as long as 
.you use it . . . It is waiting for you. The cushiondemonstrator showing the cushion cork construction of our 
shoes, the all metal foot measuring device , the beautiful fibre sample case and the samples are all furnished by the Com-
pany. To qualify for this expensive equipment follow the simple sales plan in our Sales Manual. This easy sales plan . . . 
proven successful ... is a surefire way to make more money. . ., : .-: .. i · t--' 
·-; •. ~--'· it'. • i ~ 
WITH THIS EQUIPMENT YOU CAN INCREASE YOUR s•LE·· s· 
RESOLE yuUJt faufl'life Ml(jeJ fffl 
WATERPROOFED LEATHER GOLF SHOE SOLES· 
We do NOT do any 
resoling at our factory. 
A COMPLETE SET OF THE NEW 
SURE-LOCK REPLACEABLE SPIKES 
ORDER NO. oo 
Price -- --- ----------------- ------ $4.95 
Deposit __________________ ______ 1.00 
Balance ___ ________________ _ $3.95 
Postage Fee_ _____ _____ _____ .35 
Pay Postman ________ ____ $4.30 
't pay $15.00 to $18.00 for golf shoes. With these top quality oil treated 
::~.er golf soles, any cobbler can turn your favorite shoes into golf shoes. Eight 
-proof grommets are securely fastened in each sole. Four grommets in each 
Lble leather heel. 
omplete set of Sure-lock replaceable spikes plus WRENCH for attaching 
es with every pair of soles. Made of the best hardened steel, they can't fall 
because they grip and hold to the sole. All spikes have moisture-defying 
)le-process cadmium plating. (Same as U. S. Navy specifications.) 
resoling at our factory. 
151. 
PRICE LIST 
for Spring 1951 
AIR-0-CORK CUSHIONED SHOES 
STYLE PRICE DEPOSIT 
3310 ........ $12.95 ........ $ 2.50 
3342 ........ $12.95 ..•..... $ 2.50 
3343 ........ $12.95 ........ $ 2.50 
3344 ........ $12.95 ........ $ 2.50 
3350 ........ $14.95 .•...... $ 3.00 
3351 ........ $14.95 ...•.••. $ 3.00 
3354 ........ $13.95 ........ $ 2.50 
3355 ........ $12.95 ........ $ 2.50 
3356 ........ $12.95 ...•.... $ 2.50 
3365 ........ $13.95 .......• $ 2.50 
3366 ........ $13.95 ....•... $ 2.50 
3367 ........ $13.95 .....•.. $ 2.50 
3369 ........ $13.95 ... • .... $ 2.50 
3370 ........ $13.95 .•...... $ 2.50 
Affi-0-CORK WORK SHOES 
3390 ........ $ 9.95 ...•..•• $ 1.50 
3 3 91 . . . . . . . . $10.9 5 . . . • . . . . $ 2. 00 
3393 ........ $ 9.95 •.•....• $ 1.50 
3394 ......... $10.95 ••.•.•.. $ 2.00 
3396 .....•.. $ 9.95 •....••• $ 1.50 
3397 .•....•• $10.95 •..•••.. $ 2.00 
NON -CUSHIONED SHOES 
STYLE PRICE DEPOSIT 
706 $10.95 ......... $ 2.00 
708 $10.95 ........ $ 2.00 
709 ........ $10.95 ........ $ 2.00 
712 ........ $16.95 . . . .... $ 3.00 
714 ........ $16.95 ........ $ 3.00 
716 ........ $16.95 .. . ..... $ 3.00 
718 ........ $16.95 ........ $ 3.00 
736 ........ $10.95 ........ $ 2.00 
749 .•...... $ 9.95 ........ $ 2.00 
790 ........ $ 9.95 ........ $ 2.00 
2000 ........ $10.00 ........ $ 2.00 
2050 ........ $16.95 ...... . . $ 3.00 
2051 ........ $16.95 ........ $ 3.00 
2052 ........ $14.95 ..... . .. $ 3.00 
2053 ........ $14.95 ........ $ 3.00 
2054 ........ $14.95 ........ $ 3.00 
2055 .....•.. $14.95 ........ $ 3.00 
2063 .....•.. $13.95 ........ $ 2.50 
2080 ........ $13.95 ........ $ 2.50 
2110 ...•.... $13.95 ...... . . $ 2.50 
2143 ...•.•.. $13.95 ........ $ 2.50 
2150 ........ $12.95 .......... $ 2.50 
2160 ........ $13.95 ........ $ 2.50 
2243 •..••... $13.95 ........ $ 2.50 
THE CONCORDIAN SHOE CO. 
WEST CONCORD 
MASS. 
HOW TO SELL SHOES 
AND MAKE MONEY 
by 
Ceorge A. Hill Jr. 
Sales Manager 
Tells you ••• 
The simple rules to follow 
What to say 
When to say it 
iTHE CONCORDIAN SHOE CO., W. Concord, Mass. 
QUA LITY SHOES A ND LEATHERS FOR THREE GENERATIONS 
~IS IS HOW YOU WILL SELL 
~OES AND MAKE MONEY FOR 
)URSELF AND YOUR FAMILY ! -------
I wish we could sit down together and have a talk about what this 
tne of men's shoes can mean to you. As Sales Manager for this company 
've met and talked with hundreds of men just like you and together 
::! have been able to make that "extra" money we wanted and needed. 
h.at "extra" money is important to all of us, for our comfort, for 
ur security, for our happiness. 
Do you want to have your house or apartment painted ? Would you 
lke to pay the gas and electric bills with the money you earn in 
:mr spare time ? How about new winter clothes for t he kids ? Maybe 
)U need .three or four hundred dollars to trade your ear in for a new 
I i' >• 
I' 
\ 
I 
r-
)del ? I'm not a rich man and I know t hat sometime s the most necessary 
lings in the world are out of reach because of sudden expenses. I also 
1ow, AND BELIEVE ME, I KNOW, that with t his line of men's shoes 
lYbody can make extra money ! 
I've worked with men who have NEVER sold a thing in their l i ve s . 
ve worked with men who were so shy they seemed to mumble every word 
ey said. Yet these same men have gone out and made the extra money 
ey needed just by following t he simple rules in this Sal es Manual. 
mean it, I wish I . could have a talk With you. You are important to 
because you want to earn money selli ng shoes and it's my job to 
ow you how easy it is. 
Ss. 
--~----------
• 
ACTUAL SAMPLE OF AIR-0-CORK 
• 
BOOK ILLUSTRATING SHOE 
CUSHION CONSTRUCTION 
• 
ONE MONTH'S SUPPLY OF 
• 
ONE MONTH'S SUPPLY OF 
ADVERTISING CARDS COMPANY STATIONARY 
• 
ACTUAL SAMPLE OF GOODYEAR 
• 
OFFICIAL CONCORDIAN FOOT 
WELTING MEASURING DEVICE 
• 
OFFICIAL CONCORDIAN LARGE 
• 
APPLICATION BLANK FOR ACTUAL 
SIZE ORDER BOOK SHOE SAMPLES 
• 
ONE MONTH'S SUPPLY OF 
• 
SALES APPEALING INSULATlON 
COMPANY ENVELOPES DEMONSTRATOR 
• 
ACTUAL SAMPLE OF SURE-GRIP 
• 
YOUR MONEY MAKING BONUS 
VULCORK SOLE PLAN SCHEDULE 
This is the truth, my friend •••• no matter who you are, no matter 
re you live, no mattt:~r how young or how old you are, no matter 
ther you've sold shoes before or not, no matter whether you've ever ,?t-'"' -
.d anything, YOU CAN MAKE MONEY SELLING THIS LINE OF SHOES! • 
How I sold my first pair or shoes •••• now I suppose you think I'm 
ng to tell you how smart I .was and what a great "high pre/sure" 
.esman I am. Well the absolute truth of' the matter is, I sold my 
st pair in my home town to a total stranger. He was in a garage. 
·alked up to him and said, "How would you like to buy a pair or 
rers ?" He looked at me f'or a second or so and said, "Let's see 'em." 
• t•s all there was to it. He liked the loafer picture (I didn't have 
ample). I told him the company would guarantee satisfaction and he 
.ght the loafers. (My profit vas the$ 1.50 deposit.) 
It was so simple it made my head spin. Here was a guy in a garage 
dy to give me I 1.50 just f'or showing him a picture and writing 
an order. I went on and sold three or tour more pair that afternoon 
made five or six dollars. Maybe I had beginners luck, you don't 
1 everybody you approach; but I have f'ound that if' you keep trying, 
keep selling and keep on making money, 
NOW YOU want to sell a few shoes and make some money. I know a f'ew 
cks that will help you get those sales and I'm going to pass them on 
you. There are thousands of' men in this country who sell shoes f'ull 
e and make a very good living at it. I know one man who recently 
; '· 
ght a $ 15,000 house, a new Oldsmobile and is sending his son through 
lege, He is doing this on the money he makes selling shoes; he has no 
er income; he is by f'ar the best direct salesman I have ever known. 
going to tell you how this man and the other thousands or successfUl 
esmen get to be money-makers, it's simple when you know HOW THEY DO IT. 
YouKs FoR OIII.Y 
THREE ORDERS •••• 
MAKE QUICK EASY SALES 
WITH 
Let's go back to my first sale. You don't know why the young man 
bought those loafers and neither did I at the time, BUT I DO KNOW BOW. 
The reason vas simple, he was a young man and young men wear loafers. 
If I'd offered him a orthopedic shoe he'd have laughed at me. So when 
you make your first approach to a stranger try to size him up and 
figure out wha~ kind of a shoe will ~ppeal to HIM. 
Many top notch salesmen say all they do is offer him a shoe similar 
to the pair he is WEARING. If it is the tall season and the man is 
wearing a sport jacket, sell him a scotch grain leather shoe. It he is 
dressed in a business suit and looks like an "indoor man", sell him a 
smooth calf shoe in either tan or black. YOU'VE GOT TO THINK OF YOUR 
CUSTOMER FIRST, LAST AND ALWAYS. If you approach him with something 
you think he might like and it turns out he does like it, then you 
make your sale easily and quickly. You can't go blundering around 
showing every Tom, Dick and Harry any old shoe, you've got to size the 
man up as you approach him. It you start with this in mind, you have 
already learned half there is to learn about selling shoes. 
Usually a man will start to sell his friends first and this is 
GOOD PRACTICE. It you have already bought a pair at our salesman's 
discount priee, you have a pair of samples to show him. What you say 
to a friend, as an opening sentence, is not as important as what you 
say to a stranger. Let's assume you'~ bought a pair tor yourself 
at our low discount price and that tonight or tommorrow you se11 two 
or three pair of shoes to your friends. You send these orders in to 
us along with your request tor the equi-pment you have qualified tor. 
So about a week from nov, with your catalog, cushion demonstrator, 
metal toot aeasure and your sample shoes on your teet, you go out to 
se 11 some shoes. 
: ..... .. :· . . 
. ... . ·;. 
Yt~VR5 FoR ONLY 
FIVE ORDERS .•.. 
LOOK PROFESSIONAL •.•• 
TAKE QUICK ACCURATE MEASUREMENTS 
WITH 
Your opening sentence •• , one rule to f'ollow, , , You have got to show 
~ how you can help HIM. Don't talk about yourself' ! Put a friendly 
nile on your f'ace and say, "Good morning, I represent The Concordian 
noe Company and if you have a rev minutes to spare I can save lQY 
)me time and money," Maybe you won't say it just this way, put it will 
! something like this. Maybe you'll say, "Good morning, Bill Jones 
)wn the street just bought a pair of' my shoes and he thinks 1QY may 
9 interested in saving some money on a pair f'or yourself'," It doesn't 
itter what you say as long as you arouse his SELF-INTEREST. 
Tell HIM how you can save HIM money at these factory-to-you prices, 
ou can save HIM shopping time especially if' HE is out in the country 
. -
way f'rom the city, You can of'f'er HIM cork cushioned eomf'ort that is 
ound only in these shoes, You can give HIM a complete f'actory f'itting 
ervice, Your opening sentence should arouse HIS interest in your shoes, 
ou have a great deal to of'f'er HIM. You have a complete shoe store in 
our hand, with sizes and widths f'ound only in the biggest stores, You 
an sell him f'or delivery now or next month, you can sell him f'or 
elivery anytime anyplace, 
The next step,,,PUT SOMETHING IN HIS HANDS •••• it is instinctive 
or people to take something that is handed them, This is very important, 
and him your cushion demonstrator, or one of' tbe sample shoes you bought 
t the discount price, or your catalog and start telling him about the 
xelusive eushiQning that makes these shoes so marvelous, Tell him how 
.e saves money when he buys from you, the factory representative, Tell 
.1m how these shoes are not sold in stores. He '11 never know anything 
·-
bout your shoes unless you tell him, As HE looks at the catalog and 
s BE feels the sort cushion demonstrator, HE will start to get 
nterested in what you are saying, 
YovRs fDR ONLY 
TEN ORDERS •••• 
EVERYTHING YOU NEED 
TO MAKE MONEY SELLING ••• • 
You may blunder the first two or three times you start, so what ? 
• he isn't going to be a customer you'll know it soon enough and 
)U can then move on to the next one. Remember, I did eve~ything wrong 
1 my first sale except I happened to hit the right man with the 
Lght style shoe. He sold himself from the picture and you'll be 
~prised when you see how often this will happen. I've seen thousands 
~ men start just this way and end up se:ling full time, not only 
~cause selling is fun, but because there is money to be made in selling. 
Remember that money •••• -you want some money tor a new roof, or some 
~w clothes for the kids, you've got to remember that you are after 
)mething that man has, HIS MONEY ! The only way you can get a man to 
Lve you some money is to offer HIM something HE wants. Thirty or 
>rty dollars a month extra will buy you and your family a lot of things, 
1d this amount can be earned easily in your spare time. The money is 
1ere waiting for you, all you have to do is go after it. 
Now that you have approached the man and started him thinking 
>out shoes, YOU'VE GOT TO GET THE ORDER. You've handed him a sample 
1oe to hold and look at, or the demonstrator, or the catalog, and 
m 've started the sale. EVERY SALESMAN I 1 ve ever talked to says the 
~xt most important thing to do is to start writing the order on the 
~der blank. There are many ways of doing this, here are a re~. Maybe 
>U already know his name, PUT IT DOWN ON THE ORDER BLANK. All you 
lste is one order blank if he doesn't buy a pair of shoes. Ask him 
r he knows what size he wears, put this on the order blank. Ask him 
> slip his shoe off and step on your cushion demonstrator and reel 
w wonderfully soft and comfortable it is. While his shoe is off, 
py the lining numbers from it onto your order blank, this will 
lp us confirm what size he requires. 
LASTS t~~tl PATTERNS 
MEDIUM TOE LAST 
Our medium toe last is an old favorite with 
many customers. It's combination measurements 
allow ample toe room in the forepart with 
snug fitting heels. 
'----- BAL pattern (closed throat at the laces). 
BROAD TOE LAST 
. 
This is one of the most modern lasts in our 
factory. It's snug fitting combination meas-
urements make it very popular, you will note 
that it usuallyis used with a blucher pattern. 
"-----BLUCHER pattern (open throat at the laces). 
FRLNCH TOE LAST 
The trim, streamlined styling of the French toe 
is carried out by our famous last. It is a 
marvelous fitter and because of it's trim lines 
it is especially popular in the wider widths. 
WALL TOE LAST 
The wall toe last is usually used with a bluche 
moccasin pattern. It is excellent for men who 
have hammer toes and need extra room in the for 
part. Note: the last is used for our work shoes 
I want to emphasize this point. • • • while he is still undecided 
~VER ASK HIM DOES HE WANT TO BUY A CERTAIN SHOE. Instead, ask him which 
r two similar styles he likes the best. Get him thinking about what he 
ikes and get him to GIVE YOU some idea of what he may want to buy. 
ou will learn what he likes if you ask him questions that give you 
nformation. Ask him if the style he has on his feet are the kind he 
sually buys. If it is, then show him your similar style and tell him 
ow much MORE co~fort he will get from his new shoes. 
The most IMPORTANT part and the EASIEST part is getting the right 
ize shoe for him. You have an unlimited range or sizes and widths to 
it him with. Here is how you get that size. First, ask him what size 
.e thinks he wears. He may know exactly and if so your problem is 
olved • If he doesn't know, then ask him to slip his foot on your 
easuring chart so you can read the sizea After measuring him carefully, 
opy the numbers from the lining of the shoes he has taken orr. These 
.umbers indicate the size he is WE;!aring and this. size is almost always 
he correct size for him. 
The complete instructions for fitting are in the bac.k of our 
atalog. One important thing to remember is to always try to give a man 
he same style pattern as he is wearing. If he is wearing a blucher, 
:ive him a blucher pattern; if he is wearing a bal pattern, give him 
he same in his new shoes. (See patterns on opposite page.) If you 
an not read the size numbers in the lining of his shoes, measure him 
:arefully and put the letters "l!:!" (which stand for Foot-Measure) 
reside the size you ask for on the order blank. This is important as 
~ know what sizes on our chart fit the different lasts in our factory 
.nd can tell ~xaetly what to send him. 
UPPERS---
LOCK-STITCH 
.JOINS OUTSOLE 
AND WELT 
NO NAILS 
WELT 
INSERT ..JOINING 
I ' .J~
CUSHION FILLER 
.!?'c;._ __ KEEPS DAMPNESS OUT 
"NO PREVENTS SQUEAKING 
WELT TO INSOLE AND UPPER 
Well, at this point you have everything but your money. You have 
ced him WHERE he wants his shoes delivered and have printed this 
tress on the order blank. He has decided WHAT style he wants (and 
1y times has picked the same style he is wearing). He has told you 
~N he wants them delivered 2nd you have written this on the order 
Lnk. All you have to do now is ask him to sign the order blank. As 
is doing this, tell him that there is a $ 2.00 or a $ 2.,0 deposit 
the order which you must collect in advance. Tell him that his shoes 
Ll be shipped direct from the factory C.O.D. for the balance due. 
THIS DEPOSIT IS YOUR COMMISSION FOR SELLING THE SHOES. You keep 
ls money, don't send it to us; you have just made two more of those 
llars that are lying around waiting ror you. Collecting this deposit 
lps us to make delivery C.O.D. for the balance due. He has invested 
ls amount in the shoes and will be eagerly awaiting them. Our records 
lW that if the deposit is collected in advance, very few will refuse 
~ package when the postman delivers it. 
The next thing to do after you have collected your deposit and 
1tten out his order is get the ---- out of there : A sale can be 
st if you hang around and give him a chance to change his mind. 
u v.ant that deposit so get out, get on to your next customers. Thank 
~ for his order, and as you leave, ask him if he has any friends who 
ght be interested in buying. If he is the boss, ask him what time 
uld be convenient for you to approach his workers. Basically, a lot 
shoes are sold because the guy next door has bought from you. It 
ves the new customers a greater feeling of confidence in you and your 
oduct. Many times it will give your new customer the reeling he is 
smart operator, he too is buying his shoes direct from the factory 
stead or paying the full retail price. 
T!:-IIS IRON-CLAD MONEY BACK GUARANTEE •••• 
PROTECTS YOU! 
PROTECT YOUR CUSTOMERS! 
OUR GUARANTEE 
We guarantee to !:'efund every cent paid the 
postman for our. shoes. if, after examination, 
the shoes are not entirely satisfactory. If. 
after wearing, you honestly feel you have just 
cause for complaint, we shall be glad to make 
an adjustment toward a new pair on the basis 
of wear received. Shoes showing excessive 
wear through accident or abuse, of course, 
cannot be included in this guarantee. 
THE CONCORDIAN SHOE CO. 
West Concord, Mass. 
References: 
The Concord National Bank 
Concord, Mass. 
Dunn and Bradstreet, Inc. 
. As I said earlier, I wish I could sit down and have a talk with you. 
know I'd enjoy talking to you because I like this kind or selling and 
like to work with you men. There are a few points left that I want to 
ring up and perhaps when I get all done you will have some questions. 
f you do have any questions, I want you to write me, your letter will 
et my personal attention. I'm interested in you because you are my 
ob, I will do everything I can to help you just as this company will 
o everything it can to make your job more profitable. 
Shortly after you start selling somebody is going to be interested 
~~-
~ 
n buying but will say, "Come back in a month and I'll give you an 
rder." When this happens I find I can close the sale quickly and 
asily by saying, "That's fine Mr. ------, I'll just measure your 
oot now and place this order with my factory for shipment in exactly 
ne month." You see how simple it is if you use all the facilities 
e make available. We are more than glad to ship an order at any future 
ate your customer wants and to get those extra sales you must take 
dvantage of all these factory services. 
Perhaps someone will t9ll you they want to see what they are 
uying. Well, there are many ways of handling this situation even if 
·ou don't have a sample to show them. Explain to them that after all 
hey don't see a candy bar before they buy it and open the package, 
.or do they see the soup before ~ they- open the can. Tlley: can insp~  
---------------heir shoes when they arrive and if for any reason they want to return 
hem, they ean exchange them for any style or' any size, or can ask 
'or and receive their money back. 
Perhaps somebody will ask you where they can buy these shoes in 
store. Be sure you explain that these marvelous cushioned shoes 
re not sold in any store nor by any other mail order house. 
------
YOUR MONTHLY CASH BONUS PLAN 
BASED ON THE PRINCIPLE: 
THE MORE YOU SELL, THE MORE YOU EAiN 
EXTRA CASH PROFITS EVERY MONTH 
Under this plan you are paid a cash bonus determined by the number 
of pair sold during the month. This cash bonus increases per pair 
for every pair as shown in the rates below. 
25c on every order 
For 25 or more orders per month. 
35c on every order 
For 50 or more orders per month. 
SOc on every order 
For 100 or more orders psr month. _ _  
. . --- --=-----------
-----------
The u.s. post-mark dates on your envelopes determine in which month yoUl 
orders are counted. All bonuses are paid on the lOth. of each month for 
orders received the previous month. All orders not picked up by your 
c~stomers will be deducted trom the amount of your bonus. Commissions 
collected by the Company on re-orders sent directly to us by your 
customers will be forwarded at the same time. 
Perhaps you are wondering why we don't have any women's shoes, or 
hildren' s shoes in our line. The answer is that we have found we can 
ffer you better shoes for less money by SPECIALIZING in men's shoes 
~nlr. Our factory has operated for many years on the theory that if 
ou concentrate on doing only one thing, you will do that thing better 
han the person who tries to do several. We are able to make BETTER 
HOES and sell them for LESS MONEY because we have held to our 
radi tion of " MEN'S SHOES ONLY ". Sure, you are go:'..ng to lose a few 
ales to the women and children, but because these shoes must be 
old for a low price, the commission for you will be equally LOW. 
'ou will make more money, you will have less fitting troubles, you 
•ill se 11 more shoes , IF YOU CONCENTRATE WITH US ON MEN'S SHOES ONLY. 
Maybe someone will want a pair of shoes just a little different. 
hat is, perhaps they will want leather heels instead of rubber ones: 
r perhaps they will want it just the other way around. Please 
xplain to such customers that if we had to stop our production line 
o make -"special" shoes, the take home pay of our workers would be 
ut down and this just isnrt fair to them. 
Now for just a few more tips on selling. A great many men have 
'ound they can do more business during the odd hours of the day than 
.uring the usual selling time. If you are a part time salesman and 
an work evenings you will find a BIG market in those men who work 
t night and sleep all day. Taxi drivers, bus crivers and men who 
ust work the night shifts don't have a chance to buy shoes during 
he day and jump at the chance to buy through the mail. Be sure 
·ou make these men your regular customers; there are lots of them and 
hey will bring you that profitable repeat business. 
TillS IS HOW THE TOP SALESMEN DO IT ••• 
1. As you approach decide what he might like 
Notice what he is wearing 
2. Say something to arouse his self-interest. 
You can save him money 
You can give him cushioned comfort 
3. Hand him something to hold. 
Catalog -Sample-Cushion demonstrator 
4. Explain your Air-o-cork Cushion shoes. 
Greater health-greater comfort. 
5. Start writing the order. 
6. Get the size he is wearing. 
7. Collect your deposit. 
8. Get out and go on to the next customer. 
Repeat business •••• I have talked with many men who say their 
epeat business is the backbone of their income. Be sure that you 
all back on every customer about tour weeks after you have taken 
.is order. By this time he will have received his shoes and will 
.ave been wearing them tor a while. He will many times send you to 
is friends and tell the men working with him what swell shoes they 
re. Keep a record on every sale you make this war and you will find 
hat it is the BEST WAY to get new customers. 
NOW I 1 VE TOLD YOU HOW TO SELL SHOES 
You'll never know how easy it is until you try it. There are 
housands or men selling shoes every day. I've helped a great many of 
hese men get started. I've been able to show them that selling is {/"' 
un and at the same time profitable. Many men work full time selling 
hoes because they find being their own boss is the way they want to 
iva. The easiest, fastest way to make money is through selling. 
elling shoes is practical because every man in this country has to 
uy and wear shoes. Selling shoes is the way you can get those extra 
hings for yourself and for your family. Selling shoes is the one thing 
know how to do and I want to help you to learn. I want you to make 
oney with this line. The sales plan tor earning your equipment has 
een worked out by thousands or salesmen before you as the ONE RIGHT 
~Y to start selling. Buy your sample shoes at the diseount price 
oday and you will be started on the path to more income. 
Yours very truly, 
~d. ?UP/ 
George A. Hill Jr. 
Sales Manager 
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Value is the word that has, for three generations, 
been the symbol of our success in the shoe and 
leather industry. Value not only in dollars and 
cents, but value because our shoes are more com-
fortable , because they bring more pleasure to the 
wearer. Value to our customers is more than 
satisfaction in money well spent, it is the knowl-
edge that his shoes are the most comfortable, 
best fitting , best looking shoes he has ever owned. 
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Higher Quality - More Economy 
because we specialize 
11Men's Shoes Only11 
Skilled operators in our 
factory are shown at a 
few of the 1 00 operations 
required to make one pair 
of shoes. 
OuR factory , family owned and operated, is located just a few short miles from Historic 
Old Concord. Like Concord and her famous Minute-men, our factory is deep-rooted in 
traditions. In this, our third generation in the shoe and leather business, we are p roud of our 
long record of uncompromised quality passed on from father to son. 
As seen above, our long, low, one story factory is modernly equipped with efficient cost-
cutting machinery. Ours is one of the few shoe factories in the world with a conveyor system 
carrying shoes in pairs throughout the assembly line. On this endless conveyor, running 
the full length of our production :floor, thousands of shoes are made daily. 
This huge production line offers you shoes, fresh from the factory , in an enormous range of 
sizes and widths, with a variety of selected styles designed to satisfy. 
[ 2] 
fA(TORl' lo WI!I<EF 
YOU BUY BETTER SHOES FOR LESS MONEY 
This is the easy. economical way to buy your 
shoes. Through our salesman you have a huge 
factory range of sizes and widths in a variety of 
popular styles to choose from. You no longer 
have to go shopping on your day off. Buy at 
your own convenience in your home or office for 
delivery when and where you desire . 
MEMBER OF THE N. A. D . S. C. 
Higher Quality with More Economy 
We Specialize in "Men's Shoes Only"! 
THE CONCORDIAN SHOE COMPANY, WEST CONCORD, MASS. 
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THE Concordian shoe, with our exclusive Air-o-cork innersole, is the fir: 
shoe to ever combine a perfect cushioning material with insulation an 
air -conditioning. From the day you put these shoes on, for the life of tr 
shoes, this actively elastic cellular cork gently cradles your feet in tn 
cushioned comfort. 
Developed by the Armstrong Cork Company this cushion material is 
combination of springy cork particles and sponged binder which permit 
free passage of air through the material itself. With every step the thousanc 
of tiny cork cells in our Air-o-cork innersole contract and expand causir 
the cushion material to breathe and air-condition the inside of the shoE 
Although we make no claim that our shoes are corrective, all Concordi; 
shoes are made over scientifically designed lasts to help promote foot healt 
As shown in the diagram at the left, many aches and pains can be traced 
poor fitting shoes and can be helped by our marvelous Air-o-cork cushic 
innersole. This soft resilient cushion moulds itself to the contours of tl 
foot giving a " cracl!e lift" to the pressure bearing points. 
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SIZES AND WIDTHS 
AA/B 7- 12 
A/C 6- 12 
B/D 5- 12 
C/E 5 - 12 
Combination last means it 
is two widths narrower at 
the heel than across the ball. 
• Flat seam moccasin pattern. 
• Weatherizing Barbour Storm welt. 
• Air-a-cork longitudinal Arch Support. 
• Air-conditioning innersole Air-vents. 
Price ... . . . .. . . . • Cork cushioned Metatarsal support. 
• Rubber heels (not orthopedic}. 
Deposit . ... ... . . . . 
~o matter how you look at this beautiful fiat seam moccasin , whether 
ou are looking for styling, comfort or quality, this shoe fills the bill. 
•esides having our marvelous Air-o-cork cushion innersole with 
)ngitudinal support, it has a water resisting storm welt, sturdy Oak 
•end leather soles and rubber heels . 
AIR VENTS 
THAT BREATHE 
[ 5 ] 
ORTHOPEDIC HEELS 
SIZES AND WIDTHS FOR BOTH STYLES 
Price . 
AA/B 7- 12 C/E 5- 12 
A/C 6- 12 D/EE 5- 12 
B/D 5- 12 E/EEE 5- 12 Deposit . •• • • 0 • • • •• 
When it comes to high polishing black shoes, most men want eitb 
a completely plain shoe or one with finely detailed stitching. Th 
style, as shown in the photograph above, is neat and trim with stri( 
attention to the stitching. You will look right and feel right whe 
you wear this shoe for dress or business. 
[ 6] 
• High polishing black or tan calf uppers. 
• Air-o-cork longitudinal Arch Support. 
• Cork cushioned Metatarsal support. 
• Air-o-cork cushion innersoles and Air-vents. 
• Scientifically designed Orthopedic heels. 
• Long wearing flexible leather soles. 
,ike its partner in black, this tan calf shoe is designed to give a gentle 
ft along the longitudinal and metatarsal arches. Our rubber ortho-
edic heels are scientifically constructed to give added support to the 
ressure bearing points of the foot . Both styles are made on our 
1edium toe last with long w earing Oak Bend leather outer soles. 
[ 7] 
CORK VENTILATION 
Style 3369 
SIZES AND WIDTHS FOR BOTH STYLES 
Price . . .. .. . . AA!B 
A/ C 
B/D 
7- 12 
6- 12 
5- 12 
C/ E 
D/ EE 
E/ EEE 
5- 12 
5- 12 
5- 12 Deposit . . .. . . .. . . . 
For the man who demands the softest, most comfortable leather i 
the world , scuff proof Kangaroo uppers are the only answer. Th 
shoe is the comfort dream of every man who ever had foot trouble 
If your feet have sore and aching corns and bunions, this shoe wi 
give you the greatest relief you've ever found . 
[ 8 ] 
• Soft lustrous black or tan calf uppers. 
• Air-o-cork longitudinal Arch Support. 
• Cork cushioned Metatarsal support. 
• Air-o-cork cushion innersoles and Air-vents. 
• Scientifically designed Orthopedic heels. 
• Medium weight Oak Bend leather soles. 
you have high insteps or other fitting difficulties this style will 
)lve your problem. Made of soft lustrous tan calf leather, the 
lucher pattern gives greater fitting freedom and usually greater 
tting comfort. All the Air-o-cork cushion features plus orthopedic 
~ atures are found in these two great styles. Medium weight Oak 
,end leather soles. Orthopedic heels of rubber. 
[ 9] 
FOR THE JOY OF WALKING COMFORT 
THE history of shoes and the men who make them shows that through the ages man has always been looking for greater foot comfort. From the days when man first wrapped wild 
animal hides around his feet to protect them from the weather he has searched for greater walking 
comfort. As civilization has forced man to walk on hard cement sidewalks, as man has turned 
to machines and made his feet help him run drill presses, automobiles , and airplanes , his feet have 
been given more and more unnatural abuse and discomfort. 
In our search for greater foot comfort we have made many shoes, with many different types of 
cushions and cushioning materials. We were looking for a material that would not make a man 's 
foot sweat the way rubber cushioning does. We were searching for a cushion that would never 
break down and become flat and hard. 
We were finally successful in our search and the Concordian shoe is the result. Mere words will 
never tell you how comfortable, how flexible, how marvelously restful The Concordian Shoe 
will feel on your feet. You have to wear them, you have to feel the difference. Our exclusive cork 
cushioning from heel to toe moulds to your foot, resting and relaxing the tired arches. Thousands 
of tiny cork particles within the innersole expand and contract with each step to give your foot a 
soft yet resilient foundation. For the joy of walking, or for that matter, for the joy of living 
and enjoying all that you do, there is no shoe more comfortable than a Concordian shoe. . 
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Price . 
Deposit 
AA!B 
A!C 
SIZES AND WIDTHS 
7- 12 BID 
6- 12 C/E 
5- 12 
5- 12 
Combination last means it is two widths 
narrower at the heel than across the ball. 
The sweeping lines of this smart wing tip are set off by our white 
Buck uppers with tan trim. Made on our modern, combination 
Medium toe last, the keynote of styling is found in our tan ankle 
:ollar extending from the lace stays. Our exclusive insulating Air-o-
:ork cushion innersole, Air-vents, and Metatarsal supports are built 
[nto the shoe for extra foot comfort. Long wearing leather soles. 
Rubber Heels. 
[ 11 ] 
CORK VENTILATION 
THAT BREATHE 
SIZES AND WIDTHS FOR BOTH STYLES 
AAA!A 8-12 C/E 5 - 12 
AA!B 
A!C 
B/D 
7- 12 
6- 12 
5- 12 
D/EE 
E/EEE 
5- 12 
5- 12 
/ 
Price ..... . . .. . .. . 
Deposit . 
This Broad toe blucher styling is the choice of thousands because i 
can be worn for both work and dress occasions. Made from mellov 
black leathers, this style has our famous Air-o-cork cushion inner 
sole plus our own Special Air-vents and Metatarsal support. Wit] 
ample toe room in the forepart and snug fitting heels, this shoe ha 
top grade Oak Tanned Bend leather soles. Rubber heels. 
[ 12] 
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CORK INSULATION 
St'lle 3355 
• Plain toe blucher styling. 
• Velvet soft black or tan calf uppers. 
• Air-o-cork cushioned innersoles. 
• Cork cushioned Metatarsal supports. 
• Air-conditioning innersole Air-Vents. 
• Sturdy leather soles. Rubber heels. 
~he conservative and simple styling of this shoe has made it one of 
::1e most popular patterns ever designed. Made over our superbly 
tting Broad toe last, soft pliant tan Calf leathers are used for extra 
)mfort. Our Air -o-cork cushion innersole, Air-vents and Metatarsal 
1pport mould to the contours of your feet through the thousands 
f tiny cork cells that breathe with every step. Sturdy Oak Bend 
:ather soles. Rubber heels . 
[ 13] 
L ___ _ 
SIZES. AND WIDTHS FOR BOTH STYLES 
AAA/ A 8- 13 C/ E 5 - 13 Price .. . . . . . . . . 
AA/ B 7- 13 D/ EE 5- 13 
A/ C 6 - 13 E/ EEE 5- 13 Deposit . . . . . . . . . . 
B/ D 5- 13 
This handsome high polishing style is a favorite with our man 
repeat customers. Made on our foot-fitting Medium toe last . it h ; 
plenty of toe room in the forepart with snug fitting heels. Our Air-c 
cork innersole with Special Air-vents and cush ioned Metatarsal sur 
port give marvelous comfort and flexibility to this popular sho 
Long wearing Oak Bend leather outer soles. Rubber heels. 
[ 14] 
• Straight tip bal pattern. 
• Smooth mellow black or tan ct~lf uppers. 
• Heel to toe Air-o-cork innersoles. 
• Air-conditioning innersole Air-vents. 
• Cork cushioned Metatarsal supports. 
• Oak bend leather soles. Rubber heels. 
bsic in every man's wardrobe, this businessman' s shoe is made from 
oft pliable tan Calf leathers. Our Air-o-cork cushion innersole, Air-
ents and Metatarsal support give luxurious moulded comfort to the 
ontours of your foot for the long hours of each working day. Made 
n our ankle-hugging Medium toe last, this shoe has durable Oak 
l'anned Bend leather outer soles. Rubber heels. 
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<i <i K SIZES AND WIDTHS F'OR BOTH STYLES 
Price 
AA!B 7- 12 C/E 5 - 12 
A!C 6 - 12 D/ EE 5- 12 
B/D 5- 12 E/EEE 5- 12 Deposit __ 
Made from Hand Mellowed English Grain leathers , style 3 344 ha 
been one of our year round top sellers ever since we added it to th 
line. The six rows of stitching across the tip set off the trim lines o 
our fine fitting Medium toe last. Our Air-o-cork cushion feature1 
including Air-vents and Metatarsal supports , make tired fee t feell ik 
new. Durable Oak Bend leather soles. Rubber heels. 
[ 16] 
• High polishing grain leather uppers. 
• Air-o-cork cushion innersoles. 
• Cork cushioned Metatarsal supports. 
• Air-conditioning innersole Air-vents. 
• Oak bend leather soles. Rubber heels. 
\man's shoe .. masculine .. rugged .. built to take rough weather. 
Aade from rich Scotch Grain leathers, our famous water-resisting 
~ellows Tongue and Stitched Storm Welt are built right into this 
lassie dress shoe. And inside . .. our velvet soft Air-o-cork cushion 
eatures make it one of the most comfortable shoes you've ever worn. 
~xtra thick Weatherized Oak Bend leather outer soles. Rubber heels . 
[ 17] 
Price . 
Deposit .. . .. . . . . . . 
HUNTING BOOT TYPE 
BELLOWS TONGUE 
St'lle 33st 
SIZES AND WIDTHS 
Price 
AA/B 7- 12 C/E 5- 12 
A!C 6- 12 D/EE 5- 12 
B/D 5- 12 E/EEE 5- 12 Deposit . . . . . . . . . . 
Full leather lined, like a shoe within a shoe, this stitched tip Mediun 
toe styling is tops in quality and value. The Barbour Storm Wel 
keeps moisture from running into the inseam and thus into the shoe 
Made from extra plump tan leathers, this style has our Air-o-cor1 
cushion innersole, Air-vents and Metatarsal support. Selected Oal 
Bend leather outer soles. Rubber heels. 
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• Full leather lined-heel to toe. 
• Weatherizing Barbour storm welt. 
SIZES AND WIDTHS • Air-o-cork cushion innersoles. 
AA/B 
A/C 
7- 12 B/D 5- 12 
5- 12 
• Cork cushioned Metatarsal supports. 
6- 12 C/E • Air-conditioning innersole Air-vents. 
Combination last means it is two widths 
narrower at the heel than across the ball. 
~ined from heel to toe with leather, this blucher style is made on our 
?>road toe last. The heavy duty stitched storm welting adds to the 
:omfort of these winter weather shoes by helping to keep them dry 
md warm. The uppers are made of high polishing tan leathers. Our 
:amous cushion innersole and Metatarsal support are, of course, an 
tdded feature for extra comfort. Flexible Leather soles. Rubber heels. 
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FULL LEATHER LINED 
I 
AIR-CELL PROCESSED 
ALL PURPOSI 
NEOPRENE-VULCORK SOLES . . . this is the greatest a 
purpose work shoe sole we have ever sold. It is made by con 
bining ground cork particles with Dupont oil resistant nee 
prene. W e recommend this shoe to all m en who must have 
rough tough non-skid sole as this combination of materials 
just the right answer. The cork-grip particles give surefoo tec 
ness , the n eoprene guarantees long wear. 
Price . 
Deposit ... . .. . . . 
SIZES FOR 
AAIB 
A/ C 
BID 
C/ E 
0 / EE 
E/ EEE 
BOTH STYLES 
6- 12 
6- 12 
6- 12 
6- 12 
6- 12 
6- 12 
Whether you work on a farm or in a factory, this shoe will give you 
months, if not years, of complete cushioned comfort. We have made 
it of the best materials available, we have spared no effort to make it 
the most comfortable, longest wearing work shoe ever offered througl: 
our salesmen. From the day you receive them in the mail, until you 
get a new pair, they will be your favorite shoes. 
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CUSHIONED WORK SHOES 
iiGNED FOR FOOT COMFORT-FOR EVERY MAN-FOR EVERY JOB 
ORK SHOE FEATURES 
.OIL RESISTANT VULCORK-NEOPRENE SOLES 
HEEL TO TOE AIR-0-CORK CUSHION 
BARNYARD-ACID RESISTING NYLON STITCHING 
FULL LEATHER QUARTER LININGS 
WATERPROOFED OIL TANNED UPPERS 
LEATHER REINFORCED EYELET STAY 
STEEL SHANKS FOR EXTRA SUPPORT 
WALL TOE LAST -EXTRA COMFORT 
GOODYEAR WELT CONSTRUCTION 
:>rice . .. . . . . . 
)eposit ....... . . 
~ike its partner shoe on the opposite page, this high work shoe is top 
1uality from heel to toe. These are not just ordinary work shoes. 
fhese are so comfortable , so flexible , so satisfying to wear that you 
.vill consider them the best investment you ever made. You will work 
n comfort even from the first day you wear them. 
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OIL PROOF SOLES 
\._ \__ ) 
)_ ~ 
( 
- -r-~--
--
• FOR GAS ATTENDANTS 
• FOR GARAGE MECHANICS 
• FOR OIL FIELD WORKERS 
• FOR FACTORY WORKERS 
• FOR TRUCK DRIVERS 
• FOR MACHINISTS 
Price . .. . .. . . . . . 
Deposit . 
Cushioned from heel to toe , this wine colored oxford is most popular 
with gas attendants and garage mechanics. The fact they like the shoe 
and continue to wear it in gasoline , grease , and oil proves beyond 
doubt that it gives its money's worth in wear and service. The wine 
color is an advantage, too , as these shoes can be worn and will look 
right with any color working uniform. 
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WORK SHOE FEATURES 
• 
OIL PROOF NEOPRENE SOLES AND HEELS 
e AIR-0-CORK CUSHIONING FROM HEEL TO TOE 
e ALL EXPOSED STITCHING MADE WITH NYLON 
e OIL TREATED WINE COLOR ELK UPPERS 
e LEATHER REINFORCED EYELET STAY 
e STEEL SHANKS FOR EXTRA STRENGTH 
e GOODYEAR WELT 
Price . 
Deposit ... .. . ... . . 
SIZES AND WIDTHS rGR BOTH STYLES 
AA/ B 6 - 12 C/ E 6- 12 
A / C 6- 12 D/ EE 6- 12 
B/ D 6- 12 E/ EEE 6- 12 
Jntil you have worn a pair of our cushioned work shoes you ' ll never 
mow how comfortable your working day can be. Made with only 
he best materials , this shoe will give you more wear and comfort 
han even more expensive shoes in the stores. For added comfort we 
uve a long wearing ecru twill lining from heel to toe. 
··i~··. -. .., •. -- ~· 
CUSHIONED FROM HEEL TO TOE 
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• FOR GARAGE MECHANICS 
• FOR OIL FIELD WORKERS 
• FOR GAS ATTENDANTS 
e FOR TRUCK DRIVERS 
e FOR MACHINISTS 
• FOR FACTORY WORKERS 
Price . 
Deposit ... .. . . 
Style 3397 
This is the kind of a shoe that even a Scotchman would like to guar-
antee . We' ve seen these neoprene soled shoes after three years of steady 
wear in a gas station and we know they will stand up and take the 
abuse. For cushioned comfort, for long wear, for comfortable fitting , 
these black oil treated moccasins are tops. 
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I RK HEEL TO TOE CUSHIONING 
WORK SHOE FEATURES 
e OIL PROOF NEOPRENE SOLES AND HEELS 
e HEEL TO TOE AIR-0-CORK CUSHION 
• ALL EXPOSED STITCHING MADE WITH NYLON 
• 
OIL TREATED BLACK ELK UPPERS 
• 
LEATHER REINFORCED EYELET STAYS 
• 
FULL LEATHER QUARTER LININGS 
• 
STEEL SHANKS FOR STRENGTH 
• 
GOODYEAR WELT 
ZES FOR BOTH STYLES 
AA/ B 6- 12 
AIC 6- 12 
B/ D 6 - 12 
C/ E 6- 12 
D/ EE 6- 12 
E/ EEE 6 - 12 
~'lie 3396 
Deposit . .. .... . . 
~he reason we use neoprene soles on all our work shoes is that it is 
:1e only material we have ever found to wear well under all condi-
_ons. It is not rubber but a composition developed b y Dupont 
rom coal, limestone and salt. It will not spread or curl in gas or oil. 
tis so tough the U.S. Army used it on their combat boots. 
[ 25] 
SIZES AND WIDTHS 
Price 
AA / B 7- 12 C/ E 6- 12 
A/ C 6- 12 D/ EE 6- 12 
B/ D 6- 12 E/ EEE 6- 12 Deposit .. . . . . . .. . . 
The non-cushion woven oxford has grown in popularity during th 
last few years to the point where it is now a top ranking summe 
style. Used for both business and casual wear, summer breezes circu 
late freely through the hand woven Antique stained leathers. Sturd) 
Oak Bend leather soles. Rubber heels. 
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Price .. .. 
Deposit ...... .. . . . 
AA/ B 
A/ C 
SIZES AND WIDTHS 
8- 12 B/ D 
6- 12 C/ E 
6- 12 
6- 12 
Combination last means it is two widths 
narrower at the heel than across the ball. 
;ummer shoes are designed to keep the feet cool and this number is 
>robably the best that will ever be made. 100 per cent nylon mesh 
ncloses the foot in this smart wing tip style and allows complete air 
irculation throughout the shoe. It is made with medium weight 
eather soles and rubber heels. 
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LIGHTWEIGHT 
STEEL SHANK 
Stgle 2000 
SIZES AND WIDTHS 
Price . . 
A/ C 6- 12 
B/ D 6- 12 
C/ E 6-12 Deposit . . 
' 'The Loafer'' is the most casual leisure shoe ever developed for men 
It is worn by both young and old, year in and year out, through al 
four seasons. Made without linings or counters over our heel-huggin: 
Wall toe last, the Antique Stained uppers are hand sewed, for extr. 
strength, at the saddle. Top quality weatherized Oak Bend leathe 
outer soles and leather heels. 
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Price .. . . .. . . 
Deposit 
AA/B 
A/ C 
SIZES AND WIDTHS 
8- 12 
6- 12 
B/ D 
C/ E 
6- 12 
6- 12 
Combination last means it is two widths 
narrower at the heel than across the ball. 
1.ade with one half inch thick light gravity red rubber soles and 
eels, this white buck is an old favorite with everyone. From the 
1mpus to the Sunday golf game men wear and like the soft comfort 
f GENUINE white buck upper leathers. Doctors, dentists and 
arbers will tell you that ONLY genuine buck will wash clean 
tsily and remain soft and flexible for the life of the shoes. 
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2110 
BROAD TOE LAST 
WINE COLOR WING TIP 
Beca use of its co lor, this smart looking 
wing tip can be w orn w ith any color 
clo thing . It bas a Barbou r stitched storm 
welt to help keep moisture out. Made 
w ith long wearin g composition so les 
and h ee ls . 
Sizes 6 to 12 Widths B, C, D 
MEDALLION TOE CAP 
An excellent all purpose shoe, this style 
is w orn by men of all ages for business 
and dress. It is made from extra plump 
rich tan leathers on a medium toe last . 
Compositio n so les and rubber hee ls. 
Sizes 6 to 12 Widths A, B, C, D, E 
f!(JORl' lo Wl!l\1~ 
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TWO TONE VENTS 
'his is one of the coolest shoes 
ou can wear in the summer. No 
1ss with white shoe polishes, 
1st apply any clear wax and 
1ey ' ll look like new. Composi-
on soles and rubber heels. 
zes 6 to 12 Widths B, C, D 
WINE FRENCH TOE 
ike 708 and 709 above , this 
reamlined model will give you 
1at well dressed look. High 
:>lishing wine color uppers are 
t off by the w hite fai r stitching 
: the welt and across the toe 
lp. Leather so les . Rubber heels. 
zes 6 to 12 W idths A, B, C, D, E 
St'J.fe 709 - TAN FRENCH TOE 
Stgle 708 BLACK FRENCH TOE 
N eat! Trim! Lightweight! Both 
styles are light as a feather. Your 
feet will look smooth and 
streamlined. Leather soles. Rub-
ber heels. 
Sizes .6 to 12 Widths A, B, C, D, E 
[ 31 ] 
Style 2143 I BLACK I -
St'Jie 2243 ITANI 
THERE is one thing that can be sa id fo r lea ther lined shoes in general and that is that no matter what facto ry makes them they are usually the best that 
fac tory can make. When a fac tory takes the time and trouble to put a full hee l to 
toe lea ther lining in a shoe they also put the best of every thin g else into the sh oe. 
This is especially true of these fou r st yles. N o matter w hich one you choose you 
w ill be ge tting a little " ex tra" fo r your m o ney. The soles are a little heavier and 
a little more flexible, the linings are a little soft er, the stitching a little more 
precise. There is no shoe like a full leather lined shoe. You have to wear one to 
know for yourself. 
A full lea ther lined shoe will h old its shape lon ger, w ill wea r lon ge r. It w ill fee l 
softer on your foot . It will be d rier in we t weather than an y o ther type of dress 
shoe. It is w armer in the w inter. The full leather lining, like a shoe w ithin a shoe, 
gives you almost tw ice as much fo r your money. 
[ 32] 
ALL LEATHER FROM 
e FULL LEATHER LINING FROM HEEL TO TOE 
e SOFT PLIANT CHAMOIS TONGUE LINING 
e HAND BUFFED LEATHER OUTER SOLES 
e STYLES 2080, 2063, LEATHER HEELS 
e STYLES 2143, 2243, RUBBER HEELS 
A/ B 
A/ C 
BI D 
FULL LEATHER LINED 
SIZES FOR All STYLES 
8-12 C/ E 
6- 12 D/ EE 
6 - 12 E/ EEE 
6- 12 
6- 12 
6- 12 
Jte : Style 2063 is not available in EE and EEE. 
[ 33] 
HEEL TO TOE 
STEEL SLUG INSET 
IN LEATHER HEEL 
SIZES AND WIDTHS FOR BOTH STYLES 
AA / B 8- 12 B/ D 6- 12 
A/C 6- 12 C/ E 6 - 12 
Combination last means it is two widths 
narrower at the heel than across the ball. 
Price . 
Deposit 
Genuine Shell Cordovan is the toughest, non-scuff, high polishin 
leather ever tanned . It comes from the inner shell of muscle under th 
skin on the rump of a horse and will outwear and outshine an 
leather known to man. Made on our broad toe last this striking plai: 
toe has hand buffed and grained leather soles, leather heels. 
[ 34] 
• Made from Shell Cordovan leathers. 
• Outer soles hand buffed and grained. 
• Leather heels with steel slug inset. 
• Genuine overlay wing tip construction. 
• Extra thick oak bend leather outer soles. 
/ hen it comes to wing tip styling the Genuine Cordovan has always 
~en the top seller. This high polishing beauty is made on our medium 
>e last with a stout sole welt for extra flexibility. The edge of the 
·elt is stained black, the heavy weight soles are hand buffed and 
~ained. Leather heels with steel slug inset. 
[ 35] 
Genuine 
SHELL CORDOVAN 
HUNTING BOOT TYPE 
AA/B 
A/C 
SIZES AND WIDTHS 
8 - 12 
6- 12 
B/D 
C/E 
6- 12 
6- 12 
Combination last means it is two widths 
narrower at the heel than across t he ball. 
Price . 
Deposit ....... . .. . 
Designed for the outdoor man, for the man who wants a rugg1 
masculine appeal in his footwear, this shoe is built to take w 
weather. Made from Genuine Imported Martin 's Scotch Gra 
leather, the water-resistant bellows tongue is an added wet weatb 
feature. It has long wearing double leather soles and solid leatb 
heels (with steel slug inset) . 
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Price . . . 
Deposit . 
AA/B 
A!C 
SIZES AND WIDTHS 
8- 12 
6 - 12 
B/D 
C/ E 
6 - 12 
6- 12 
Combination last means it is two widths 
narrower at t he heel than across the baiL 
he sweeping lines of this moccasin are carried out b y the distinctive 
.ttern-follow-thru around the heels. Made from Genuine Imported 
artin' s Scotch Grain leather, this style has our water-resisting storm 
dt for wet weather. Built for the man who wants his shoes to look 
d feel solid, it has double leather soles and solid leather heels (with 
~ el slug inset ) . 
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1 
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( 
STEEL SLUG INSET 
IN LEATHER HEEL 
S~, , , 
AA!B 
A/C 
SIZES AND WIDTHS 
8- 12 B/ D 
6- 12 C/E 
6- 12 
6 - 12 
Combination last means it is two widths 
narrower at the heel than across the ball. 
Price . 
Deposit ..... . .... . 
Featuring the new "Continental Look," the stitched storm welt e: 
tended around the heel, this moccasin style is one of the top sellers • 
any season. Made from rich tan leathers on our famous Broad toe la~ 
this is an excellent fitting shoe. Rugged and rough for outdoor wear, 
has double leather soles and solid leather heels (with Steel slug inset 
[ 38] 
Price . ... . . . . . 
Deposit . ...... . . . . 
AA/ B 
A/ C 
SI ZES A ND W IDTHS 
8 - 12 
6 - 12 
B/ D 
C/ E 
6 - 12 
6- 12 
Combination last means it is two widths 
narrower at the heel than across the ball. 
his is the most beautiful wing tip style we have ever made. The 
:mtinental storm welting adds distinction to the sweeping lines of 
tis rugged brogue to set it apart from all others. Made with double 
1 ther soles and solid leather heels (with steel slug inset ) , this 
·awny beauty is in a class all of its own. There' s a difference in 
!Oes and this one proves it. 
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( Not Shown ) 
Similar in pattern and last to sty le 3 3 4 3 on page 
14, this non-cushioned black style is available 
in the same sizes as above includ ing EEE width . 
(Not Shown ) 
Similar in pattern and last to sty le 3342 on page 
15 , this non-cush ioned brown style is available 
in the same sizes as above includ ing EEE width. 
WIDTH 
Pr ice . . 
716 
Deposit . 
AA 
A 
B 
c 
D 
E 
EXCLUSIVE BIG SHOE FEATURI 
• Soft lustrous mellow tanned upper leathers. 
e Special wedge taps running from toe to heel from · 
outside of the sole to the center. This is to give ex 
support to large men who usually walk on the outside 
their foot. 
• Inside corner of the heel base raised to prevent roll 
that might be caused by the tap described above. 
• Leather innersoles slashed for greater flexibility. 
• Steel shanks for greater strength at the arch. 
• Top quality heavy weight outer so\es. 
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'· 
Shown below is a copy of an order properly made out. Errors in shipment and much time 
will be saved if you write up the order as shown below and follow our simple instructions. · 
YOUR ORDER BOOK 
I 
I 
: THE CON~ORDIAN SHOE CO. 
i WEST CONCORD .. MASS. 
: DATE J"AN. /Q, . ,.~~.., 
r8$NDTO Do'"'?/e~rs- c. C!.o.lcl.well 
: STREET If 0 Elm S"f-.. eeT 
' : CITY BesrqH , to STATE Mtus. 
l · Addraa mun be priQttcl 
IMPORTANT 
SiD now ....tnt 
l/8.s-
How do the,. fltf . 
Numben In mCM& 
comfortable olcl ah-
The white order blank is 
the one you send to us. The 
yellow copy is left with the 
customer as a receipt. The 
thin tissue in the order book 
is your copy. Keep your 
order books and refer to · 
them before calling on the 
I .WHENWANTED RUSH// ,, $flO 
! Pay Saleaman Authorized Deposit Only (Per Cataloc) No Price Chanrea Allowed · 
same customers again. 
I 
' I I 
,St,o. No. Pair• DESCRIPTION 
~S' I Bu,.k~a J./j/1 · 
' 
F·7 · )', #-I L . ._. SALESMAN 
Tbli ordtrlolllbl ... lo.~'"""" a\ WencJL.nl, 14aae:!IIWI bolileol 
by Ulpmeut ~ IDI:rCUDdi81 fi'OID aid ell)< IUbeequenUo lhi Nellp' la.ftol 
U4 dtle Nail paN to u.. purcU.. lmmediataJy, ~~~ dotUwry &o u.. 
urrlor: loUIIOOII4illooWeltu~loDao .. dlooollllldee\\o-........S. 
Ct18rOMEII 12 ~-#'--
~ ~ PRJ 
8 E. 9 
TOTAL '1 
DEPOSIT PAID l. 
BALANCE --., 
Unlfonn Poatel Chari• 
-g BALANCE C. 0 . D. 
1. Print plainly the customer's full name and his complete street and state 
address. Additional information, such as "c/o Tony's Grill," will help 
speed up postal delivery. 
2. Print clearly the name and number of the style and size data. 
3. Show clearly that you have collected the deposit (which you keep as 
your commission for this sale) . 
4. Order must be signed by the customer. This is a postal law. 
ADDITIONAL INFORMATION 
u 
1/:t 
QO 
~~~-
25 
ro 
Active salesmen will be forwarded all commissions on re-orders sent directly to us by their 
customers. These commissions will be forwarded with other amounts due on the lOth of 
every month. 
We accept no orders for SPECIAL SHOES. Our entire factory production line would be 
slowed down by special orders. Only the styles illustrated and sizes and widths specified 
are available. 
When you write us about a customer's order always give the following information: 
(1) Style number ordered. (2) Size ordered. (3) Date ordered. 
CONCORDIAN 

